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1.1 Export Marketing and the World Wide Web 
It is widely acknowledged that the World Wide Web (the Web) has 
significantly decreased the barriers of market-oriented internationalization, 
especially for small and medium-sized enterprises (Moen et al. 2003; Quelch 
and Klein 1996). For exporting companies, the Web has created affordable 
or even free opportunities for international data collection, foreign retailer 
selection, fast global communication and sales (Morgan-Thomas and 
Bridgewater 2004; Prasad et al. 2001). As a connection tool, it can help build 
and maintain effective and efficient communication with foreign customers, 
distributors, and suppliers and facilitate international exchange. Furthermore, 
search engines and electronic surveys provide useful tools for retrieving 
information about foreign customers (Loane et al. 2004). As such, the Web 
may act as a powerful market intelligence tool that permanently browses 
online data streams, filters what fits certain selection criteria and integrates 
data into useful and up to date information. Using the Web for marketing 
intelligence enables firms to access information about overseas markets with 
higher speed and at lower cost. More recently, Web technologies have turned 
online encounters with customers into lively interactions and increasingly 
unfurl precious opportunities such as social networking and benefiting from 
customers’ creativity and engagement. In all, the Web has turned the world 
into an increasingly virtual marketplace, where foreign direct investments 
and physical exchanges become increasingly redundant. At the same time, 
the Web has boosted marketing opportunities in particular for companies 
without a local presence abroad and will continue to do so even more 
profoundly in the years to come (Chui et al. 2009). In comparison to entry 
modes such as foreign direct investment, exporting companies do not have 
the opportunity to learn from their markets abroad through a local presence. 
Next to this lack of proximity to the market, export is one of  the entry 
modes that demands least involvement and commitment. Therefore, 
especially to exporting companies the Web represents a convenient tool 
providing plenty of opportunities to interact with foreign markets, eventually 
to gain market knowledge. 
Extant academic literature has widely covered the role of the Web in 
marketing strategy and practice. In particular, the prevalence of the Web in 
today’s international business arena has nurtured marketing research in three 
clusters. In a first cluster, researchers have scrutinized the instrumental 
marketing value of Web applications, for instance for retrieving market 
information (Schillewaert and Meulemeester 2005) and online advertising 
(Saeed et al. 2002). As such, this stream of research has contributed to 
understanding how the Web enhances the (mainly tactical) marketing 
toolbox (Prasad et al. 2001; Parasuraman 2002). In a second cluster, scholars 
have focused on online interactivity between market parties in the context of 
relationship marketing theory. There is growing consensus that the Web Introduction 
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creates a valuable platform for social supplier-customer interaction (Wang et 
al. 2007), creating particular marketing opportunities for joint new product 
development (Melewar 2001; Sawhney 2005) and customer relationship 
management (CRM) (Srinivasan and Moorman 2005), among others. A third 
cluster of ongoing research mainly focuses on how the Web acts as an 
integrator to span diverse business functions within and across organizations 
to impact strategic decision-making (e.g., Karavdic and Gregory 2005). It 
embraces studies that shed light on, among others, institutional enablers 
such as the extent of coordination and management support on the 
assimilation of Web technologies (e.g., Chatterjee 2002). While research 
continues to unfold how the Web affects marketing from an instrumental, 
relational and integration perspective, a critical question largely remains 
unanswered: Does it all matter?  
From a distance, the impact of the Web on firm performance seems 
straightforward: Web tools increase the efficiency and/or efficacy of the 
marketing toolbox in connecting with new customers and deepening out the 
relationship with existing customers. This, however, is an overly simplistic 
perspective as it ignores the open character of the Web, enabling 
competitors to imitate Web applications for export marketing goals almost 
without effort (e.g., McKinsey 2007a). The foundations for a potentially 
more nuanced and even stratified relationship with marketing are laid by 
acknowledging the multidimensional nature of the Web. To date, therefore, 
academia has not fully understood whether and how the Web encroaches 
upon the marketing–performance relationship. So far, we have limited 
knowledge regarding how the Web may impinge upon a firm’s marketing 
strategies and operations mix, eventually to have a profound effect on a 
firm’s marketing performance. The present thesis contributes to this quest in 
that it aims to disclose the Web’s impact on marketing performance in an 
export context. To do so, we first set out for a theory of the firm as a point 
of departure. 
 
1.2 The Web in a Theory of the Firm 
This dissertation builds upon the Resource-Based View (RBV) as a theory of 
the firm which emphasizes the internal strengths of a company as the 
foundation of sustained competitive advantage and performance. More in 
particular, the RBV argues that competitive advantage is created by the 
valuable, rare, imperfectly imitable, and not substitutable resources a firm 
controls (Barney 1991; Barney 1996; Peteraf 1993). Broadly, there are two 
related types of resources that are necessary for creating competitive 
advantages: assets and capabilities (Day 1994; Dierickx and Cool 1989). In an 
export marketing context, studies have identified particular capabilities (e.g., 
informational and relationship-building capabilities) as crucial determinants Chapter 1 
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of export marketing performance (Morgan et al. 2004; Morgan et al. 2003; 
Zou et al. 2003). Assets are the resource endowments a firm has 
accumulated (e.g., investments in production facilities), and capabilities are a 
firm’s complex bundle of skills and accumulated knowledge, exercised 
through organizational processes, that enable the firm to coordinate activities 
and make the best use of its assets (Day 1994; Teece et al. 1997). In line with 
the RBV, we focus on an organization’s Web capabilities as a point of 
departure to understand how the Web affects firm performance.   
Echoing earlier calls to upgrade the RBV to a less static theory of 
the firm (Helfat and Peteraf 2003), this dissertation emphasizes the 
importance of a company’s ability to update and upgrade its operant 
resources – more in particular its knowledge base and organizational 
capabilities (Vargo and Lusch 2004) – in an effort to meet (un)predictable 
challenges that may undermine the organization’s competitive position. 
While core resources are critical, they can turn into core rigidities after some 
time (Leonard-Barton 1992). For this reason, companies regularly need to 
review the value of their resources and, if needed, upgrade their resource 
base (Eisenhardt and Martin 2000; Teece et al. 1997). This dynamic 
perspective entails that organizational resources evolve, are exchanged, grow, 
and are reproduced by building, integrating, and reconfiguring organizational 
assets (Luo 2000). In this thesis, we portray an organization’s Web 
capabilities as a leverage to feed, update and upgrade an export firm’s 
marketing resource base. 
Among the organization’s repertory of resources, we consider 
organizational knowledge to be the ultimate foundation of the resource-
based perspective (Kogut and Zander 1992) and endorse Grant (1996) in 
that: “At the heart […] is the idea that the primary role of the firm, and the 
essence of organizational capability, is the integration of knowledge” (p. 
375). While former studies have indicated the potential of the Web for 
marketing knowledge management (e.g., Nguyen and Barrett 2006), this 
thesis is among the first to elaborate how and why a firm’s Web capabilities 
are an important source of organizational knowledge creation, eventually to 
affect export marketing performance in the long term. 
Building upon this dynamic Resource-Based View of the firm and 
recognizing organizational knowledge as the ultimate resource, this 
dissertation portrays the relationship between a firm’s Web capabilities and 
its export marketing performance as a multifaceted picture of knowledge 
creation, marketing resource upgrading and advanced marketing 
instrumentation. We define the objectives of this dissertation along these 
epistemological lines.  Introduction 
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1.3 Research Objectives 
To unfold the complex relationship between Web capabilities and export 
marketing performance, we present three research objectives. Each objective 
forms the basis of a particular study. Together, these studies characterize the 
multifaceted nature of how Web capabilities affect export marketing 
performance. In study 1, we provide a conceptualization of Web capabilities. 
An important result of this study is that we are able to observe how complex 
the phenomenon Web capabilities actually is. In study 2, we grasp the 
richness of the phenomenon Web capabilities by discerning between the 
abundance (level) and character (profile) of Web capabilities. As a result of 
study 2, we also know that the interactive trait of Web capabilities acts as a 
critical catalyst towards export performance. In study 3, we subsequently 
prove the stability of this finding by showing that the effect of interactive 
Web capabilities is not contingent on cultural distance.  We set out these 
objectives hereafter.  
 
1.3.1 Research Objective 1: The Impact of Web Capabilities on Export 
Marketing Resources 
The ambition of the first study is twofold. First, we develop a sound 
conceptualization of Web capabilities and present a valid operationalization 
of a (multidimensional) measure. Second, we rely on seminal literature on 
(dynamic) capabilities to conceptualize the relationship between Web 
capabilities and export marketing resources. A such, we extend the 
established resources-strategy-performance perspective as presented and 
tested in an export marketing context by Cavusgil and Zou (1994) and 
Morgan et al. (2004). 
  While extant research has shown the instrumental impact of Web 
applications on export performance (e.g., Morgan-Thomas and Bridgewater 
2004), we set up a framework that reflects a more balanced perspective on 
how Web capabilities ultimately affect export marketing performance: not 
only through offering online instrumentation of an export marketing strategy 
yet also and even more profoundly by their impact on the export marketing 
resources;  knowledge and capabilities of the firm. Especially the latter yields 
to enduring performance. In contrast to current literature which does not 
distinguish between short-and long-term effects (e.g., Zou et al. 2003), we 
provide evidence for long-lasting performance effects of the Web. In sum, 
we approach our first research objective by: 1) Defining and operationalizing Web 
capabilities, and 2) examining the impact of Web capabilities on the resources-strategy-
performance chain in export marketing. 
 Chapter 1 
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1.3.2 Research Objective 2: Web Capabilities to Renew Export 
Marketing Resources 
Complementary to defining and measuring the effect of Web capabilities on 
an export firms’ marketing resources, the second study focuses on the 
processes through which Web capabilities contribute to the renewal of 
marketing resources to achieve congruence with the changing business 
environment. For this purpose, we immerse into organizational learning 
processes that nourish and foster underlying marketing resources (Zollo and 
Winter 2002). More specifically, we conceptualize two specific processes and 
depict the role of Web capabilities in both marketing resource deployment 
and upgrading. As a consequence of Web-enhanced resource deployment 
firms increasingly exploit marketing assets in a profitable manner. In a 
complementary fashion, Web-enhanced resource upgrading results in 
amended and/or new marketing assets and capabilities. In contrast to 
existing literature focussing on general implications of the Web on 
international marketing (Varadarajan and Yadav 2002), we acknowledge the 
relevance of the interactive nature of Web capabilities to fully understand 
how the Web fosters resource deployment and upgrading. In sum, to 
understand the processes through which Web capabilities contribute to the 
updating and upgrading of relevant export marketing resources, we 1) fathom 
the scope of Web capabilities by discerning between effects of their abundance and nature, 
2) identify how Web capabilities enhance resource deployment and upgrading, and 3) 
substantiate the pertinence of this process for immediate and long-term export marketing 
performance.  
 
1.3.3 Research Objective 3: A Contingency Perspective on the Impact 
of Web Capabilities on Marketing Knowledge 
As its relevance is acknowledged under Objective 1, we deepen out and 
contextualize the critical relationship between Web capabilities and 
marketing knowledge. We zoom into this relationship and identify particular 
export-related catalysts and obstacles that might affect the Web capabilities–
knowledge relationship (Wadhwa and Kotha 2006). While research has 
investigated cultural influences on knowledge creation (Michailova and 
Hutchings 2006), to the best of our knowledge no study has looked at the 
influence of cultural distance under consideration of the effect of Web 
capabilities. We show that distinct cultural inheritance and cultural 
backgrounds of exchange partners hardly impede Web-induced knowledge 
creation. As such, we highlight the relevance and power of Web-induced 
market learning, especially in an export context. In contrast, we present an 
organization’s international business experience as well as its general Internet 
experience as important vehicles to leverage the aforementioned Web-Introduction 
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knowledge relationship.  In sum, we intend to 1) zoom into the Web-knowledge 
relationship, 2) understand how environmental obstacles such as cultural distance impede 
the Web-knowledge relationship, 3) show that export firms can rely on their international 
business experience and online experience to reinforce the effect of Web capabilities on 
knowledge creation.  
 
1.4 A Database of Export Marketing Ventures 
To pursue these research objectives, we set up three complementary studies. 
Each study elaborates a theoretical logic that builds upon seminal insights 
(mainly) from marketing, strategy and information systems research. To test 
the hypotheses that emanate from these three conceptual frameworks, we 
rely on a database of export marketing ventures of medium-sized 
manufacturing companies in The Netherlands and Portugal. This database 
was built between 2004 and 2008. 
The database consists of 337 export ventures and was built through 
secondary data collection and two surveys. We considered export ventures of 
manufacturing small- and (mostly) medium-sized enterprises (SMEs), which 
encompass the vast majority of European enterprises (OECD 2005a). 
According to the European Commission, almost one third of all European 
SMEs’ products are exported to industrialized countries all over the world, 
illustrated by an export rate of 30.2% (Eurostat 2007). Furthermore, their 
characteristic resource constraints mandate that SMEs use export as an 
important path for firm growth (Lu and Beamish 2001). To many of these 
companies, the Web represents an easy and inexpensive way to access 
customers in export markets and promote products online instead of relying 
on sales personnel or brochures (Andersen 2005). 
The Netherlands and Portugal provide an appropriate context for 
two reasons. First, both countries depend heavily on exports – with (at the 
time of the studies) export/GDP rates of 61.5% for the Netherlands 
(Economist 2007) and 58.2% for Portugal (Instituto Nacional de Etastística 
2008). To the contrary, the two countries differ largely with respect to their 
information and communication technology (ICT) infrastructure. In terms 
of the number of Web hosts, echoing the intensity of active usage of ICT in 
firms, Portugal reports 30 Web hosts per 1,000 inhabitants in 2004, whereas 
the Netherlands boasts 70 Web hosts per 1,000 inhabitants (CBS 2005). The 
proportions of enterprises with broadband connections in 2006 amounted to 
82% in the Netherlands, whereas only 66% of all Portuguese enterprises 
have a broadband connection, below the EU 25 average of 75% (Eurostat 
2006). As such, these countries are rather comparable with respect to their 
export dependency yet differ significantly with respect to the adoption of the 
Web as a business instrument and medium. This two-country perspective 
enhances the external validity of an empirical perspective on the Web-export 
marketing performance relationship. Chapter 1 
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In line with previous research, we adopt the export venture (i.e., a 
product–foreign market combination) as the prime unit of analysis (Cavusgil 
and Zou 1994; Morgan et al. 2004). This level is appropriate since an 
exporting firm typically maintains a portfolio of products in several export 
markets, each of which might require different resources, strategies and 
eventually might lead to uneven marketing performance. Taking this 
venture-level approach has two particular advantages. First, it acknowledges 
an export firm’s reality in which marketing strategies are to a large extent 
product and market specific. Therefore, it is valid to go after nonaggregated 
measures of export performance as performance may largely differ among 
export ventures of one firm (Cavusgil and Zou 1994). Second, it is easier for 
export managers to report on measures at the export venture level because 
individual products and markets typically define the scope of export 
managers’ decision-making authority (Cavusgil and Zou 1994). Nevertheless, 
this unit of analysis largely precludes the availability of objective and factual 
data as firms simply do not have or at least typically do not report or share 
factual (performance) data on this business level.  
 
1.4.1 Data Collection 
As our unit of analysis is the venture level within the exporting firm, to the 
best of our knowledge no objective data exists to test our conceptual model. 
Moreover, the majority of the concepts in our model have been defined and 
operationalized as latent, multidimensional constructs. Therefore, we 
collected primary data mainly through two online surveys. 
We preferred online data collection over traditional paper and pencil 
surveying, for four reasons. First, online surveys allow for large-scale data 
collection in a cost-effective manner, which is especially important because 
we have to collect the data on an international scale. Second, online surveys 
are appropriate for overcoming respondents’ unwillingness to disclose 
apparently sensitive information, such as export performance (Schillewaert 
and Meulemeester 2005). Third, because of their convenience, online surveys 
help increase response rates; respondents can decide themselves when to 
reply and how much time they need to read and answer questions. 
Nevertheless, compared with mail surveys, online surveys yield equally 
reliable and valid analytical results (Deutskens et al. 2004). Finally, online 
data collection fits the sampling frame of the study.  
 
1.4.2 Sampling 
Our data collection procedure mirrors that of several previous export studies 
(Morgan et al. 2003). In the Netherlands, we draw a stratified random sample 
of 1,853 Dutch firms from the Dun & Bradstreet database, based on 
standard industrialization classification (SIC) codes. Thus, we obtain a cross-Introduction 
9 
section of industries including food and beverages (two-digit SIC code 20); 
tobacco, textiles, and clothing (SIC codes 21–23), machinery and transport 
equipment (SIC codes 35 and 37). Hence, our sampling frame features 
exporting firms from multiple industries in the manufacturing sector, which 
helps us increase the variance and generalizability of our findings.  
All eligible firms had at least three years of export experience and a 
corporate Web site. The former criterion ensures that export is a structural 
activity of the firm or business unit, and the latter verifies that the companies 
have the potential to develop Web capabilities. We contacted all firms by 
telephone to check their qualifications, identify an appropriate key informant 
(usually export or marketing manager), and ask him or her to participate. 
Eventually, we identified 913 Dutch companies that met the aforementioned 
requirements and were willing to contribute to our database. Immediately 
after gaining their approval, we sent an e-mail message with a hyperlink to a 
first online questionnaire. At the beginning of this questionnaire, we asked 
respondents to identify a specific export venture that had existed for at least 
three years, as well as the export country, and answer all remaining questions 
with respect to this venture. Our data collection efforts in the Netherlands 
yielded 215 responses, though some respondents had excessive missing data 
on the measures (i.e., missing responses on three or more items for any 
single scale) Overall, this leaves us with a data set of up to 196 cases, for a 
response rate of 21.5%. 
The data collection in Portugal follows the same procedure. We 
draw a stratified (using the same industry codes as in the Dutch sampling 
frame) random sample from three different databases: Dun & Bradstreet, 
Exportinfo 2000, and Portrade 2000/2001. Through phone calls to the 
sampling frame of 1,025 companies, identified in the same way as their 
Dutch counterparts, we obtained 736 e-mail addresses. However, 282 firms 
did not meet the prequisites; 78 did not conform to either the export- or 
Web-related requirements, 92 had other reasons for nonparticipation, and 
112 provided incorrect contact details. Thus, the invitations and one 
reminder yield 122 key informants, of which 7 featured excessive missing 
data on the respective measures. After we delete these responses, we have a 
Portuguese data set that contains observations from 115 export ventures, for 
a response rate of 16.0%. This dataset was only included in study 1. We 
tested non-response bias for the Dutch and Portuguese data by assessing the 
differences between the early and late respondents with regard to the means 
of all the variables for both samples (Armstrong and Overton 1977). Early 
respondents were defined as the first 75% of the returned questionnaires, 
and the last 25% were considered to be late respondents. No significant 
differences were found, suggesting that non-response bias was not a 
significant problem in the study. Chapter 1 
10 
In 2008, we recollected performance data four years after the first 
survey to check if these hypothesized performance effects remain stable over 
time. Accordingly, we approached all participating and identifiable Dutch 
and Portuguese companies once again with a request to report on their 
year+4 export marketing performance (EXPERF) in the same venture. 
Unfortunately, 70 of the Dutch companies and 50 of the Portuguese 
companies did not provide their contact details in the initial survey and 
therefore could not be identified or reached for year+4 follow-up survey. 
Eventually, though, we received responses from 84 Dutch companies (67% 
of the reachable cases) and 49 Portuguese companies (75% of the reachable 
cases). We made use of the 2008 dataset in study 1 and 2 only. 
 
1.4.3 Description of the Database 
The goal of this section is to provide a first description of our 
database. We therefore highlight some critical key characteristics of both the 
ventures and firms in our samples. More sophisticated check-ups of the 
database and measures will follow later in this dissertation. Table 1.1 gives an 
overview of the most important characteristics of the Dutch and Portuguese 
ventures in our sample. The table compares the two ventures in terms of the 
countries they are most often exporting to, the number of years the product 
has been exported, and the venture’s market potential the documented 
ventures from the two countries can be compared as follows. The figures in 
the table indicate that Dutch and Portuguese ventures are similar to each 
other with regard to these characteristics.   
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Table 1.1 Venture Descriptives  
 
 
Table 1.2 gives an overview of the most relevant characteristics of 
the firms the ventures belong to. Each firm has reported on only one 
venture. The table compares the firms with respect to the following criteria: 
firm size (number of employees), annual sales volume, industry, and extent 
of international business experience. Based on these characteristics, we can 
infer that Portuguese and Dutch companies are similar in terms of their size, 
industry membership, and international business experience. They slightly 
differ with regard to the annual sales volume. More Portuguese companies 
indicate to have an annual sales volume of less than €5 million. Through 
additional investigation of the two nations’ most important international 
trade statistics (CBS 2004; Instituto Nacional de Estastística 2004; Elk et al. 
2005) and in line with prior export studies (Lages et al. 2008), we confirm the 
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Country product has been 
exported to 
countries within EU 
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Table 1.2 Firm Descriptives 
 
 
1.5 Dissertation Outline 
This dissertation contains three empirical studies each of which contributes 
to a dynamic perspective on the Web-performance relationship. Table 1.3 
offers a summary of each study, its objectives, theory, and analysis. The table 
also makes clear that even though each of these studies contributes to the 
overall theme of this dissertation, they may be read separately.  
 
Table 1.3 gives an overview of the outline of the chapters. 
 
 




 Firm size 
<=50 employees 







Annual sales volume 
<€5 million: 
€5–€30 million: 










Machinery & transport equipment 
Tobacco, textiles, & clothing 































TABLE 1.3 Overview of Chapters 
 
Chapter  Title  Objectives of the Studies  Theoretical Contribution 
1  Introduction    
2  Web capabilities and 
export marketing 
performance 
Developing a sound conceptualization of Web 
capabilities and examining the impact of Web 
capabilities on the resources-strategy-performance 
chain in export marketing. 
 
Integrating Web capabilities in the 
established resources–strategy–
performance framework.  
3  Level and Profile of 
Web Capabilities: 
Effects of Web-
Induced Processes on 
Performance 
Fathoming the full scope of Web capabilities by 
discerning between effects of their abundance (level) 
and character (profile). Identifying deployment and 
upgrading as two particular processes through which 
Web capabilities affect the resource base. 
Substantiating the pertinence of these processes for 
immediate and long-term performance.  
 
Explaining the organizational processes 
through which dynamic capabilities 
contribute to the renewal of organizational 
resources. 




Cultural Distance  
Zooming into the Web-knowledge relationship. 
Understanding if and how environmental obstacles 
such as cultural distance impede the Web-knowledge 
relationship. Showing that firms can rely on their 
international business experience and online 
experience to reinforce the effect of Web capabilities 
on knowledge creation. 
Assessing the robustness of the impact of 
dynamic capabilities on organizational 
knowledge.  






































Web Capabilities and Export Marketing Performance  
 
 
Academic and managerial literature alike suggest a positive performance 
impact of virtual marketing applications in the World Wide Web. However, 
the nature and sustainability of this effect remain largely unexplored. In this 
chapter, the authors identify an organization’s Web capabilities as a bundle 
of skills to transform material and immaterial resources into particular Web 
applications. Based on cross-national data from 311 middle-sized industrial 
exporting firms, we find that Web capabilities enhance export marketing 
knowledge as well as functional export marketing capabilities, which 
collectively spurs long-term export marketing performance. In addition, we 
observe how Web capabilities facilitate the implementation of export 
marketing strategies towards short-term export marketing performance. This 
joint effect confirmes the dynamic nature of Web capabilities as a leverage 
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2.1 Introduction 
The Word Wide Web (Web) has affected export marketing considerably, in 
that it offers global market visibility, facilitates international market entry, 
and enables worldwide data collection at relatively low cost (Gregory et al. 
2007). To enjoy these benefits, export firms invest in Web applications for 
online information sharing, customer interactions, transaction handling, and 
relationship management (Eid et al. 2006). In general, industry reports and 
empirical studies alike confirm that a more intense usage of the Web for 
marketing purposes spurs export performance (Greenspan 2002).  
However, increasing evidence suggests that the performance impact 
of the Web is neither unequivocally straightforward nor sustainable. Industry 
reports point to potential pitfalls of treating the Web as a panacea for a wide 
range of problems (The Economist 2006). The open character of the Web 
and the highly competitive nature of export environments enable 
competitors to copy Web applications for export marketing purposes almost 
effortlessly, so initial competitive advantages fade quickly (Carr 2003; 
McKinsey 2007a; Wade and Hulland 2004). Moreover, the strengthening of 
enduring competitiveness becomes particularly relevant as increased 
globalization of trade transforms benefits related to the Web into necessities 
(Gregory et al. 2007). Therefore, researchers and practitioners alike require 
in-depth insights into the impact of the Web on export performance.  
The role of the Web in export marketing has appeared on research 
agendas for more than a decade (Quelch and Klein 1996), with a dominant 
focus on the drivers of and barriers to Web-based export marketing, Web-
based global distribution, or the integration of the Web with export 
marketing strategies and tactics (e.g., Avlonitis and Karayanni 2000; Dou et 
al. 2002; Gregory et al. 2007; Hamill 1997; Javalgi and Ramsey 2001; 
Varadarajan and Yadav 2002). Yet research to date has failed to establish an 
unequivocal relationship between a firm’s Web applications and its export 
marketing performance (Morgan-Thomas and Bridgewater 2004; Prasad et 
al. 2001). Inconsistencies in empirical evidence may exist because previous 
studies focus on diverging aspects of the Web, ranging from perceptions of 
the productive development of Web sites for international use (Seilheimer 
2004) to the architecture of individual Web applications (e.g., Slaughter et al. 
2007). To assess the role of the Web in export marketing, we posit that 
sustainable competitive advantage cannot be derived solely from access to 
the Web but largely depends on the firm’s relevant capabilities; 
competencies, skills and routines that affect sustainable competitive 
advantage (Samiee 1998). A recent global study highlighted the importance 
of Web capabilities and concluded that insufficient Web capabilities 
represent one of the most important barriers to successful performance 
across all electronic marketing domains (McKinsey 2007b). Therefore, we  Web Capabilities and Export Marketing Performance 
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focus on a firm’s Web capabilities and contribute to the emerging 
literature by examining three critical issues.  
First, we develop a conceptualization of Web capabilities by relying 
on the RBV, which defines capabilities as a collection of specific resources 
that are valuable to the firm and have the potential to spur competitive 
advantage (Teece et al. 1997). Existing research in the field of information 
systems has categorized a set of e-commerce metrics to better assess the 
contribution of Web-based activities and identifies them as a novel 
technological resources that may transform ways in which performance goals 
can be achieved (Zhu and Kraemer 2002). Yet, it is still not obvious how 
marketers might use Web-related initiatives to reach unique competitive 
advantages. Therefore, the aim of this study is to develop a sound 
conceptualization of Web capabilities that incorporates the skills necessary to 
build up Web–related information, transaction, interaction, and connection 
applications.  
Second, to assess the dynamic nature of Web capabilities, we  focus 
on how they (re)configure the firm’s export marketing resource base. 
Knowledge is a substantive and integral part of this resource base, because 
ultimately through knowledge, firms realize enduring competitive advantage 
(Grant 1996). To attain these advantages, the firm must continually update 
and reconfigure its knowledge stocks. These stocks commonly consist of 
declarative (know-what) and experiential (know-how) knowledge (Eriksson 
et al. 1997; Morgan et al. 2004). We posit that Web capabilities support both 
information and social exchanges, so that exporting firms can better 
accumulate, evaluate, and adapt their export-related knowledge stocks 
(Nguyen and Barrett 2006). As such, we develop a framework that reflects 
the critical role of Web capabilities in the creation of declarative and 
experiential knowledge as a valuable resource base for export marketing. 
Extant research convincingly demonstrates that market knowledge fuels 
export marketing performance indirectly (Morgan et al. 2003). Whether 
market knowledge eventually leads to export performance depends on how 
the organization translates this resource into its marketing capabilities and 
strategies (Souchon and Diamantopoulos 1996; Zou et al. 2003). Thus, the 
ultimate performance impact of Web capabilities hinges on important 
intermediate export resources.  
Third, and complementary to the impact of Web capapbilities on 
the resource base of the firm, we postulate that Web capabilities can also 
play a functional role when they facilitate the implementation of marketing 
strategies. We hence put forward that Web capabilities are also more 
immediately linked to performance on the basis of the notion that IT-related 
capabilities commonly represent rent-generating resources that directly 
benefit a firm’s strategic marketing (Bharadwaj 2000). Therefore, we expect 
Web capabilities to enhance the implementation of a marketing strategy, Chapter 2 
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such as through improved customer service and more efficient 
communication between buyers and suppliers. We examine this moderator 
effect, taking into consideration two important issues. On the basis of the 
so-called IT productivity paradox (Brynjolfsson 1993), some studies refute 
the short-term rents of Web capabilities (Spithoven 2003), and others 
emphasize that the short-term gains of the Web fade out quickly (Yamin and 
Sinkovics 2006). Therefore, we distinguish between short-term and long-
term export marketing performance and investigate this moderator effect in 
both time frames. Moreover, ample evidence indicates that Web capabilities 
should align with the strategic course of the export firm if investments are to 
reach the optimal level and to avoid the “virtuality trap” (Fisher et al. 2007; 
Henderson and Venkatraman 1999; Yamin and Sinkovics 2006). Therefore, 
we expect Web capabilities to enhance performance up to a certain optimal 
point. In summary, we postulate a curvilinear effect of Web capabilities on 
the direct relationship of export marketing strategy and short-term and long-
term export marketing performance.  
The increasing ubiquity of Web-based export marketing, despite the 
scarce, inconsistent, and sometimes contradictory findings about its 
performance impacts, creates the need for more definitive research that 
investigates the foundation of export marketing performance in a Web-
endowed marketing environment. Therefore, we focus on a firm’s Web 
capabilities and their effects on the firm’s export marketing basis, as well as 
on immediate and enduring export marketing performance. We test the 
theoretical and empirical validity of our propositions and detail the 
implications across samples of medium-sized industrial firms from two 
European countries. 
 
2.2 Conceptual Framework 
In this section, we refer to strategic marketing and information systems 
literature to define Web capabilities and position them alongside export 
marketing capabilities as critical antecedents of export performance in a 
Web-endowed export marketing environment.  
 
2.2.1 Web Capabilities 
According to the RBV (Grant 1991), a firm’s resources consist of assets and 
capabilities that provide the substructure for sustainable competitive 
advantage (Barney 1991; Peteraf 1993). Assets are the resource endowments 
the firm has accumulated, whereas capabilities are the firm’s complex 
bundles of skills, exercised through organizational processes that enable the 
firm to coordinate its activities (Amit and Schoemaker 1993; Grant 1991). 
Various domains attempt to conceptualize capabilities (e.g., Bhatt and 
Grover 2005; Moorman and Slotegraaf 1999), and insights into the  Web Capabilities and Export Marketing Performance 
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functional activities of market-driven organizations (e.g., Day 1994) inspire 
conceptual and empirical work on export marketing capabilities, especially 
with respect to informational, relational, and product development skills 
(Morgan et al. 2004). Export marketing capabilities thus have been 
unequivocally established as pivotal antecedents of export marketing 
strategy, tactics, and performance (Morgan et al. 2004; Zou et al. 2003). 
Export marketing takes place in an environment that is increasingly 
virtual, which creates a strategic imperative to manage the export firm’s Web 
presence. Web-related skills refer to an organization’s Web capabilities as 
they increase its ability to repeatedly generate Web applications that create 
value (Zhu 2004). If underdeveloped, Web capabilities significantly hinder 
Internet marketing performance, which means that in addition to export 
marketing capabilities, Web capabilities need to be developed as a 
complementary driver of marketing performance. Web capabilities constitute 
both technical (e.g., integration of software tools) and nontechnical (e.g., 
graphical design of a Web site) skills and can transform material (e.g., 
hardware) and immaterial (e.g., knowledge of programming languages) 
resources to make them useful for performance (Zhu and Kraemer 2002). 
In addition to their functional role as a platform for the creation of 
Web applications, Web capabilities may affect the (re)configuration of a 
firm’s organizational routines (Chatterjee et al. 2002), other functional 
capabilities (Biswas and Krishnan 2002), and knowledge base (Tanriverdi 
2005; Zhu and Kraemer 2002). A dynamic perspective of the RBV suggests 
that the (re)configuration and dynamic use of functional capabilities, 
especially knowledge stocks, represents the cornerstone of sustainable 
competitive advantage (Cepeda and Vera 2007; Eisenhardt and Martin 2000; 
Teece et al. 1997). As higher-order or dynamic capabilities, Web capabilities 
would help firms achieve enduring competitive advantages in changing 
environments because they can deploy and (re)configure export marketing 
capabilities and knowledge stocks (Zander and Kogut 1995). 
 
2.2.2 Web Capabilities and Export Marketing Capabilities 
Dynamic capabilities provide value by (re)configuring functional capabilities 
to match changing market prerequisites (Eisenhardt and Martin 2000). When 
firms are too slow to (re)configure their functional capabilities, they miss the 
connection with evolving business practice in dynamic export markets, and 
core rigidities arise (Leonard-Barton 1992). Core rigidities reflect the flip side 
of functional capabilities. In export marketing, typical core rigidities include 
product specifications, market information, and relationship strategies that 
have served the firm well in the past but become inappropriate for current 
and new environmental requirements (Morgan et al. 2004). To avoid core 
rigidities and gain optimal value from export marketing capabilities, 
exporting firms use the dynamic potential of Web capabilities to feed their Chapter 2 
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export marketing capabilities. This dynamic potential exists in the form of 
day-to-day routines, processes, and simple rules (Zhu and Kraemer 2002). In 
summary, a firm’s ability to develop and coordinate Web-based activities 
should enhance its timely upgrades of informational, relational, and product 
development skills. Accordingly, we hypothesize:  
H1:   Web capabilities positively affect export marketing 
capabilities. 
 
2.2.3 Web Capabilities and Declarative and Experiential Knowledge 
Recent research emphasizes the importance of knowledge management for 
exporting firms (Morgan et al. 2003), but the extent to which the Web affects 
an exporting organization’s knowledge stocks and eventually influences long-
term export marketing performance has been presumed rather than explored 
(Nguyen and Barrett 2006). To clarify this phenomenon, we discern two 
types of export marketing knowledge: declarative and experiential. Focusing 
on both is necessary, because they have separate relevance with regard to the 
internationalization of the firm (Eriksson et al. 1997) and international 
business performance (e.g., Morgan et al. 2003).  
Declarative knowledge denotes a firm’s understanding of the export 
market through codified, factual information that is readily available from 
various sources (Cohen and Bacdayan 1994). This type of knowledge can be 
acquired easily through standardized methods of collecting and transmitting 
information and transferred to or replicated by other organizations. By 
increasing Web capabilities, exporting firms likely gain access to Web sources 
that contain relevant declarative information about export marketing 
(Nguyen and Barrett 2006). The current prevalence of Web-based marketing 
activities in international companies means that more and more firms acquire 
more advanced Web applications that facilitate information gathering, 
validation, and integration across multiple information sources (Gregory et 
al. 2007; McKinsey 2007b). 
The Web facilitates interactions between the firm and its markets 
and thus generates more accurate, factual information about the export 
marketing environment. The interface used to exchange information also 
enables exporting companies to store and internalize information, such as by 
integrating intra- and extra-net applications (Liesch and Knight 1999). Firms 
look for declarative information to reduce the uncertainty associated with the 
foreign export market (Bergh 1998; Johanson and Vahlne 1977), then enter 
search processes to combine and compare different bodies of information. 
Once they acquire, sort, and add enough information, they translate it into 
new explicit and actionable knowledge (Nonaka 1994). Thus, with their Web 
capabilities, companies obtain greater exposure to factual information from  Web Capabilities and Export Marketing Performance 
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the Web and then internalize this information, which increases their stock of 
declarative knowledge. Hence, we hypothesize: 
H2:    Web capabilities positively affect an exporting 
firm’s stock of declarative knowledge.  
 
Unlike the “know-what” character of declarative knowledge, 
experiential knowledge primarily pertains to “know-how”, that is, a firm’s 
potential to perceive concrete opportunities in the market and understand 
how these opportunities should be taken, as well as how they fit into current 
and future activities (Eriksson et al. 1997). Generating experiential 
knowledge is costly, because it requires frequent and extensive interactions 
with the field (Lam 2000). Although extant literature points to the need for 
regular physical interactions between exporters and market(s) (e.g., learning 
by doing) to create experiential knowledge (Cavusgil and Zou 1994), recent 
findings in relationship marketing and information systems research indicate 
that virtual interaction has advanced to the stage that it offers a suitable 
context for creating experiential knowledge on a large scale (Devaraj and 
Kohli 2003). Specifically, the increased reach and richness of virtual 
interactions enable firms to acquire new customers without a physical 
presence. As a result of the Web’s development into a social medium, 
personal and professional networking opportunities abound and even extend 
to entire virtual worlds (Nambisan and Baron 2007). Electronic communities 
for product/service support, manufacturer–reseller programs for online 
training, and Web-enhanced selling and buying options represent just some 
examples of how extended, virtual interactions between exporters and 
stakeholders in physically distant markets is now a reality (Sawhney et al. 
2005). Firms retrieve information from this interactionally rich media 
environment to reduce their ambiguity and confusion about opportunities 
(Daft and Lengel 1986). In summary, the present-day Web channel offers 
increasing possibilities for customization and personalization (e.g., real-time 
communication, instant feedback mechanisms) (Devaraj and Kohli 2003). 
With these Web capabilities, firms can combine information exchange with 
social exchange and thus accumulate, evaluate, and adapt their know-how. In 
turn, they minimize ambiguity and maximize their understanding of concrete 
opportunities. Accordingly, we hypothesize: 
H3:    Web capabilities positively affect an exporting 
firm’s stock of experiential knowledge. 
 
2.2.4 Knowledge and Export Marketing Performance  
The relationship between organizational knowledge and performance has 
been extensively discussed and corroborated in the strategy, organization, 
international business and marketing literature. We build on this rich 
theoretical and empirical basis and on its exponent in export marketing Chapter 2 
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literature more in particular to shortly discuss how declarative and 
experiential knowledge and export marketing capabilities relate to export 
marketing performance. As such, we develop four baseline hypotheses 
through which we relate Web capabilities to export marketing performance. 
Following the KBV, declarative and experiential knowledge provide 
two fundamental sources of a firm’s functional capabilities (e.g., Grant 1996; 
Kogut and Zander 1996). These knowledge–capabilities relationships receive 
ample empirical support in export marketing literature (e.g., Morgan et al. 
2003; Souchon and Diamantopoulos 1996). Furthermore, strategic 
management and export marketing literature reveal that the capabilities–
strategy link represents an important path to (export) performance (Barney 
1991; Zou et al. 2003). An export marketing strategy pertains to a firm’s 
deliberate exploitation of internal resources and adequate response to the 
external forces and opportunities of an export product–market combination 
(Varadarajan and Yadav 2002). In general, research supports the proposition 
that companies with a clearer, more intense strategic course outperform 
competitors (Morgan et al. 2003). Finally, empirical studies confirm the 
positive effects of strategy on financial (e.g., Pelham and Wilson 1996) and 
nonfinancial (e.g., Jaworski and Kohli 1993) performance. Strategy–
performance effects have also been substantiated in the export marketing 
literature (Cavusgil and Zou 1994; Hunt and Morgan 1996). Extant research 
defines export marketing performance as the degree to which an export 
venture achieves its most important financial and nonfinancial marketing 
goals (Diamantopoulos and Kakkos 2007). Hence, we propose four baseline 
hypotheses: 
H4a:    The stock of declarative knowledge positively 
affects export marketing capabilities. 
H4b:    The stock of experiential knowledge positively 
affects export marketing capabilities. 
H4c:   Export  marketing  capabilities positively affect 
export marketing strategy. 
H4d,e:    Export marketing strategy positively affects (d) 
short-term export marketing performance and (e) 
long-term export marketing performance. 
 
We use these baseline hypotheses to integrate Web capabilities into 
the established thread that theoretically links market knowledge, export 
marketing capabilities, and strategy to export marketing performance. If we 
can empirically confirm this integration, these structural relationships present 
a promising perspective on the dynamic nature of Web capabilities.   Web Capabilities and Export Marketing Performance 
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2.2.5 Web Capabilities as Facilitators 
In addition to considering the dynamic nature of Web capabilities and their 
associated indirect effect on export marketing performance, information 
systems research focuses on the more functional impact of IT on firm 
performance (Zhu and Kraemer 2002). More in particular, it is argued that 
IT-related capabilities create functionalities that increase operational 
efficiency, reduce transaction and production costs, and enhance product 
differentiation (Jean 2007). Web capabilities in turn enrich the portfolio of 
export marketing instruments and offer opportunities for faster global 
communication, international data collection, foreign retailer selection, and 
better service to existing customers (Fisher et al. 2007). That is, Web 
capabilities offer a wide range of means to facilitate and strengthen the effect 
of export marketing strategy on export marketing performance. Therefore, 
we conceive Web capabilities as a moderator that strengthens the 
relationship between export marketing strategy and performance and 
examine the relationship while taking into account two important issues: the 
“IT productivity paradox” and the “virtuality trap”. 
First, academia has not reached consensus about the time scope of 
the functional effect of Web capabilities. On the one hand, the need to 
embed Web capabilities in the patchwork of complementary organizational 
capabilities and the related learning process suggest a significant time lag 
before the functional benefits of Web capabilities become manifest 
(Spithoven 2003). On the other hand, the transparency of the Web (e.g., 
open source software) reduces ambiguity about best practices and facilitates 
copies of successful Web tools, so the immediate benefits of Web 
capabilities may fade out quickly (Yamin and Sinkovics 2006). As this “IT 
productivity paradox” remains unsolved (Brynjolfsson 1993), we investigate 
the moderating effect of Web capabilities both in short- and in the long-
run.Second, a firm’s Web activity may fall short of or outpace its strategic 
course. Empirical studies illustrate the high risks and costs associated with 
improperly aligned Web applications (Ghose and Dou 1998; Liu and Shrum 
2002). Firms may overestimate the role of the Web, overinvest in Web 
capabilities, and get caught in the “virtuality trap” (Yamin and Sinkovics 
2006), which prompts them to underutilize or even ignore nonvirtual sources 
of information. We contend that increasing Web capabilities are functional 
up to a certain level and therefore propose an inverted U-shaped effect. 
Beyond an optimal point, extra investments in Web capabilities grow 
increasingly misaligned with the strategic course of the exporting firm, so 
they are expected to attenuate rather than enhance the positive effect of 
export marketing strategy on performance. Taking into account both issues, 
we hypothesize: Chapter 2 
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H5a,b:  Web capabilities have an inverted U-shaped effect 
on the positive relationship between export 
marketing strategy and (a) short-term export 
performance and (b) long-term export marketing 
performance.  
 
The conceptual framework in Figure 2.1 summarizes our constructs and 
hypotheses.  
 













We thus take a dual perspective toward the relationship between 
Web capabilities and export marketing performance. Dynamic in nature, 
Web capabilities affect export marketing capabilities, mainly through their 
impact on the relevant knowledge base of the exporting firm. Concurrently, 
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2.3 Empirical Study 
As described in Chapter 1 and to test our hypotheses in this study, we rely 
on a database of 311 export ventures from Dutch and Portuguese 
manufacturing companies.  
 
2.3.1 Measures 
By combining fieldwork with insights from international marketing and 
information systems literature, we verify the relevance and adequacy of each 
construct. Furthermore, to ensure that the original meaning of the constructs 
does not change, we apply double back-translation, such that the original 
English version of the questionnaire was translated to Dutch and Portuguese 
by three academics in international marketing (one Portuguese and two 
Dutch native speakers). We draw the measurement scales from articles 
published in established journals in information systems, (international) 
marketing, and strategy. Respondents could complete the Portuguese, 
Dutch, or English versions of the questionnaire. The items in our scales, 
references, and reliability estimates appear in Appendix A, and we discuss 
them next.    
Declarative and Experiential Knowledge.  We measure 
declarative and experiential knowledge with three-item scales adapted from 
Morgan and colleagues (2003). 
Web Capabilities.  We assess Web capabilities by adapting a 
measure based on Zhu and Kraemer (2002), whose items tap the degree to 
which the export venture provides information (4 items), transaction (5 
items), interaction (5 items), and supplier connection (5 items) capabilities.  
Export Marketing Capabilities. We adapt Morgan et al.’s (2004) 
measure to operationalize the export marketing capabilities scale with an 
instrument that focuses on informational capabilities (5 items), relationship-
building capabilities (3 items), and product development capabilities (3 
items). These items reflect the most important types of capabilities, widely 
used as indicators of export marketing capabilities (e.g., Calantone et al. 
1996; Souchon and Diamantopoulos 1996).  
Export Marketing Strategy. We assess the extent to which export 
ventures embrace an export marketing strategy by adapting a nine-item 
measure from Morgan et al. (2004). This measure reflects three underlying 
dimensions—cost leadership, market differentiation, and service 
differentiation—operationalized with three items each. 
Short-term and Long-term Export Marketing Performance. We 
measure short-term export marketing performance satisfaction with Lages 
and Lages’s (2004) 10-item STEP scale, which reflects the following 
dimensions: extent to which the export venture achieved satisfaction with Chapter 2 
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short-term performance improvement (4 items), immediate export intensity 
improvement (2 items), and expected short-term performance improvement 
(4 items). Finally, to assess long-term export marketing performance, we 
borrow Zou et al.’s (1998) EXPERF scale, which captures financial and 
strategic export performance, as well as overall satisfaction with the export 
venture, with three items each. We use this overall, timeless scale, which is 
appropriate for gathering long-term performance assessments from 
respondents. According to Diamantopoulos and Kakkos (2007), if the scale 
does not refer to a timeframe for export marketing, respondents tend to 




Except for declarative and experiential knowledge, we operationalize the 
remaining constructs in our model using multidimensional measures. 
 
2.4.1 Measure Validation  
To test the hypotheses, we use a first-order partial aggregation model 
(Bagozzi and Heatherton 1994), in which the underlying dimensions are 
parceled and load on the higher-order construct. For instance, for export 
marketing capabilities, the informational, relationship-building, and product 
development capabilities items aggregate into three item parcels that 
constitute the indicators for that construct. Item parceling is appropriate for 
nonnormally distributed and coarsely categorized data (Bandalos 2002); it 
allows for less complex models and reduces the number of parameters to be 
estimated (Bagozzi and Heatherton 1994). 
However, item parceling should be considered only when the 
parceled items exhibit unidimensionality (Bandalos 2002). Unidimensionality 
can be defined in the context of structural equation modeling as having 
measurement models with manifest variables which only load on one 
hypothesized construct (Anderson and Gerbing 1988; Kumar and Dillon 
1987). To assess unidimensionality, we conduct confirmatory factor analyses 
of all possible pairwise combinations of the measures at the disaggregate 
level for the Dutch and Portuguese samples. Specifically, we test each 
possible combination of the 18 dimensions (including declarative and 
experiential knowledge) using a nested model approach, which yields 153 
pairwise analyses for each sample. For each two-factor model, we compare 
two nested models: one in which the interfactor correlation is constrained to 
unity, and another in which the factor correlation remains unconstrained 
(Anderson and Gerbing 1988). The constrained model is equivalent to a one-
factor model and should yield inferior model fit compared with the 
unconstrained model if the two measures are truly unidimensional (e.g.,  Web Capabilities and Export Marketing Performance 
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Rindskopf and Rose 1988). Moreover, this approach also allows us to assess 
within-method convergent and discriminant validity (Anderson and Gerbing, 
1988; Steenkamp and van Trijp, 1991). 
To assess violations of the assumption of multivariate normality, we 
conduct Mardia’s omnibus test of multivariate normality using PRELIS 2.80 
(Mardia 1985). For both samples, the test rejects the null hypothesis, which 
implies our data are not normally distributed. Therefore, we use the Satorra-
Bentler scaled (SB) χ2 (Satorra and Bentler 2001) and corresponding robust 
standard errors to adjust for the deviations from multivariate normality, as 
suggested by Curran and colleagues (1996). When conducting the pairwise 
analyses we omitted 10 indicators, as they exhibited large standardized 
residuals and/or significant Lagrange multiplier tests (i.e., modification 
index). For the remaining indicators we found that all loadings (Γ) exceeded 
.7 for both samples thus supporting within-method convergent validity 
(Steenkamp and van Trijp 1991). The results using the SB χ2 difference test 
(Satorra and Bentler 2001) reveal that the constrained model causes a 
substantial and significant decrease in model fit (α = .05) compared with the 
unconstrained model for all pairwise comparisons. Therefore, the two-factor 
model provides a better fit with the data than the one-factor model thus 
providing support for unidimensionality and discriminant validity. All 
measures exhibit sufficient reliability, with coefficient alphas ranging from 
.71 to .95. Finally, we partially aggregated the items at the first-order level for 
all constructs except declarative and experiential knowledge. 
 
2.4.2 Measurement Invariance Tests 
In testing for measurement invariance between the Dutch and Portuguese 
samples, we first propose a baseline model using the first-order partially 
aggregated model, which we then subject to a series of increasingly restrictive 
models to demonstrate measurement invariance (Vandenberg and Lance 
2000). The measurement invariance analysis demonstrates the extent to 
which the scaling and representativeness of the indicators are similar across 
the two samples. We adopt Steenkamp and Baumgartner’s (1998) approach 
to test measurement invariance in cross-national research and estimate one 
constrained model simultaneously across the two samples, with an equality 
constraint imposed on the factor loadings. In turn, we test these models 
against the relevant unconstrained model. To determine the impact of the 
equality constraint, we compare the SB χ2 for the constrained model with the 
SB χ2 for the relevant unconstrained model using a SB χ2 difference test. We 
opt for the SB χ2 and the corresponding robust standard errors, because the 
null hypothesis for Mardia’s (1985) omnibus test of multivariate normality is 
rejected for the first-order, partially aggregated model in both samples. Chapter 2 
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In line with recent studies on measurement invariance (Steenkamp 
and Baumgartner 1998; Vandenberg 2002; Vandenberg and Lance 2000), we 
select two additional absolute fit indices: root mean squared error of 
approximation (RMSEA) and standardized root mean square residual 
(SRMR), along with two incremental fit indices: the Tucker-Lewis (1973) 
index (TLI) and the comparative fit index (CFI), following the guidelines 
suggested by Hu and Bentler (1998) and Marsh et al. (2004). In addition, we 
obtain a more detailed evaluation of fit by inspecting the normalized 
residuals and modification indices.  
Except for one item of the declarative knowledge construct, we find 
no source of misfit in our baseline model (SB χ2 = 589.8 [df = 419, p < .01], 
CFI = .975, TLI = .970, RMSEA = .051, SRMR = .078). For the configural 
invariance model, we freely estimate the loadings in both samples, omitting 
one item, and obtain an excellent model fit (SB χ2 = 515.6 [df = 376, p < 
.01], CFI = .977, TLI = .971, RMSEA = .049, SRMR = .071), which 
provides clear evidence of configural measurement invariance. Moreover, the 
fit indices for the full metric invariance model (SB χ2 = 537.2 [df = 391, p < 
.01], CFI = .976, TLI = .971, RMSEA = .049, SRMR = .074) are more than 
acceptable (Marsh et al. 2004). Although Vandenberg and Lance (2000) 
recommend less stringent cut-off values for high model complexity, all our 
fit indices meet Hu and Bentler’s (1998) recommended values. A 
nonsignificant SB χ2 difference test (SB ∆χ2 = 21.6, ∆df = 15, p > .05) also 
indicates metric invariance, and none of the items show modification indices 
that indicate item loading differences across groups (e.g., Cheung and 
Rensvold 1999). That is, respondents from the two samples appear to use 
equivalent conceptual frames of reference when responding to the scale 
items. In Appendix D, we list the higher-order factors and standardized 
loadings of their respective items in the full measurement equivalence model. 
We provide an overview of the outcomes of the measurement invariance 
tests and internal consistency estimates in Table 2.1.  
  Web Capabilities and Export Marketing Performance 
29 
TABLE 2.1 Measurement Model Results 
 
Measurement Invariance Tests 
  













































































2.4.3 Structural Model Estimation  
Establishing structural invariance is necessary before conducting 
comparisons across groups, so we explore the structural invariance of all 
relationships. We take a multiple-group approach (e.g., Netemeyer et al. 
2004), as we show in Table 2.2. In the first step, we estimate the baseline 
model, and all paths across samples are freely estimated (SB χ2 = 750.91, df 
= 415). We then compare the model with a model in which we constrain all 
paths to be equal across groups, that is, a full structural invariance model (SB 
χ2 = 764.70, df = 424). The difference in fit between the two models is not 
significant (SB ∆χ2 = 13.79, ∆df = 9, p > .05; cf. Satorra and Bentler 2001), in 
support of the structural invariance of all paths in our model. The fit indices 
for the model (SB χ2 = 764.70, df = 424, p < .001, CFI = .953, TLI = .949, 
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TABLE 2.2 Structural Model Results, Standardized Path Estimates, t-
Values, and Interaction Effects 
 
Structural Model Results    
Models  SB χ2  df  SB ∆χ2  ∆df p CFI TLI RMSEA 
 
Baseline  model  







































Standardized Path Estimates and t-Values 
 









H2: Web capabilities → declarative knowledge  .21**  2.88 




H4a Declarative knowledge → export marketing 
capabilities 
.61** 7.94 
H4b Experiential knowledge → export marketing 
capabilities 
H4c Export marketing capabilities → export marketing 
strategy 
H4d Export marketing strategy → short-term export 
marketing  
performance 



















*Significant at p < .05. 




Interaction Effects  ∆χ2 df 
 
H5a: Web capabilities x export marketing strategy → short-   
       term export marketing performance 
H5b: Web capabilities x export marketing strategy → long- 
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All proposed path coefficients and t-values are significant and in the 
expected direction. The squared multiple correlations confirm the 
explanatory power; they range from .39 for export marketing strategy to .64 
for export marketing capabilities. In Table 2.2, we also present the structural 
model results and standardized coefficients for all direct relationships. Web 
capabilities positively affect export marketing capabilities (H1) (standardized 
coefficient .11, t-value 2.10), declarative knowledge (H2) (standardized 
coefficient .21, t-value 2.88), and experiential knowledge (H3) (standardized 
coefficient .15, t-value 2.28). Besides, Table 2.2 shows support for our 
baseline hypotheses 4a,b,c,d,e.  
Our analysis also confirms that the indirect effect of Web 
capabilities on export marketing capabilities is significant through both 
declarative and experiential knowledge (standardized coefficient .13, t-value 
2.76). The indirect effect of Web capabilities on export marketing capabilities 
is stronger than the direct effect (standardized coefficient .11, t-value 2.10). 
Furthermore, export marketing capabilities and strategy mediate the effect of 
Web capabilities on both short-term and long-term export marketing 
performance (standardized coefficients: short-term .06, t-value 1.85; long-
term .10, t-value 2.80). Finally, we control for the effects of IT infrastructure 
on Web capabilities with a two-sample median split test but find no 
significant effects. 
In a final step, we test H5a and H5b using a three-sample median split 
(Bagozzi and Yi 1989). A chi-square difference test (∆χ2 = 15.54, df = 2, p < 
.05) confirms the significant, inverted, U-shaped moderating effect of Web 
capabilities on the relationship between export marketing strategy and short-
term export marketing performance (standardized coefficients βLow -.14, t-
value -.75; βMedium .32, t-value 3.77; βHigh -.29, t-value -1.70). We check for the 
same effect with regard to long-term export marketing performance, but this 
effect turns out to be insignificant (∆χ2 = .45, df = 2, p > .05). 
 
2.5 Discussion 
This study attempts to advance marketing literature by untangling the 
complex relationship between a firm’s Web activity and its export marketing 
performance. Therefore, we proposed three research objectives: 
conceptualize Web capabilities, develop a framework that reflects the 
dynamic nature of Web capabilities in the creation and renewal of export 
marketing resources, and explore Web capabilities as facilitating the 
materialization of export marketing strategy towards performance.  
The measurement model and invariance analysis confirm a higher-
order conceptualization of Web capabilities and demonstrate the equivalence 
of the construct across Dutch and Portuguese samples. Exporting firms 
should develop technical and nontechnical skills to reinforce their Web 
activity in the export arena. In particular, Web capabilities enable exporting Chapter 2 
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firms to transform and integrate their material and immaterial resources, 
which makes them useful for providing information, enhancing transactions, 
facilitating interactions, and connecting to suppliers through the Web (Zhu 
and Kraemer 2002).  
 
2.5.1 The Dynamic Nature of Web Capabilities 
We find a direct, positive effect of Web capabilities on export marketing 
capabilities and on declarative and experiential knowledge. This finding 
confirms the dynamic nature of Web capabilities as a prime antecedent of 
the renewal of export marketing resources. Although previous research 
outlines the potential impact of dynamic capabilities on functional marketing 
capabilities and eventually on performance, our study is among the first to 
provide empirical evidence of this relationship (e.g., Cepeda and Vera 2007; 
Schreyögg and Kliesch-Eberl 2007). Moreover, the results show that the 
indirect effect of Web capabilities, through knowledge, on export marketing 
capabilities outperforms the direct effect. The effect of Web capabilities on 
experiential knowledge is almost as strong as the effect on declarative 
knowledge. This finding strengthens our presumption that the Web 
represents an interface for not only the exchange of factual information with 
export markets but also social exchange, such that exporting firms can create 
up-to-date marketing knowledge. These findings also match recent studies 
that report on the use of social cues to enhance customers’ perceptions of 
human connection and the formation of emotional bonds (Wang et al. 2007) 
and extend previous research with respect to the impact of the Web on a 
firm’s export marketing knowledge (Nguyen and Barrett 2006).  
Because our findings corroborate the mediating role of both export 
marketing capabilities and strategy (cf. Morgan et al. 2004), the data largely 
support our theoretical framework, in which we relate Web capabilities 
through knowledge to export marketing resources and eventually, indirectly, 
to export marketing performance.  
 
2.5.2 Post Hoc Analysis on Long-Term Effect 
The long-term performance measure (EXPERF) in the model represents a 
forward looking respondent’s perspective. However, for the dynamic nature 
of Web capabilities to hold, a more rigorous assessment is appropriate. 
Therefore, as mentioned in Chapter 1,  we collected performance data four 
years after the first survey to check if these hypothesized performance 
effects remain standing over time. Prior research in this context suggests that 
a longitudinal approach with a lag period of four years is appropriate (Grant 
et al. 1988; Hult et al. 2008).  
To test this post hoc hypothesis, we replaced export marketing 
performance (Yeart) with export marketing performance (Yeart+4) in the  Web Capabilities and Export Marketing Performance 
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model specified in Figure 1. We used maximum likelihood estimation to 
calculate this model, because of the missing values for our export marketing 
performance (Yeart+4) scale. Therefore, this model does not account for 
non-normality yet shows still good yet inferior fit indices compared to the 
main model (χ2 = 667.80, df = 497, p < .001, CFI = .871, TLI = .868, 
RMSEA = .078). Most important, though, our results confirm the significant 
effect of export marketing strategy on long-term export marketing 
performance (Yeart+4) (standardized coefficient .20, p < .05). Furthermore, 
the results show that Web capabilities impact declarative knowledge 
(standardized coefficient .27, p <.05) and experiential knowledge 
(standardized coefficient .20, p < .05). Moreover, both declarative and 
experiential knowledge significantly affect export marketing capabilities 
(standardized coefficient .63, p < .01 and .65, p < .01, respectively). Finally, 
export marketing capabilities influence export marketing strategy 
(standardized coefficient .94, p < .01). Therefore, this model confirms that 
Web capabilities affect export marketing performance in the long run 
through declarative and experiential knowledge, export marketing 
capabilities, and export marketing strategy. 
 
2.5.3 Web Capabilities as Facilitators 
Finally, the results largely confirm a complementary effect of Web 
capabilities on export marketing performance. That is, Web capabilities 
moderate the direct, positive effect of export marketing strategy on short-
term performance, which implies that they strengthen the implementation of 
an export marketing strategy with immediate performance effects. However, 
this effect fails to remain significant in the long run. Thus, the facilitating 
role of Web capabilities does not reflect on long-term export marketing 
performance, which is consistent with previous research findings and recent 
managerial judgment indicating that tactical performance benefits of Web 
applications may fade quickly (Carr 2003; Wade and Hulland 2004). 
Moreover, this moderation effect shows an inverted U-shape, as 
hypothesized. Beyond a moderate level, additional investments in Web 
capabilities become increasingly ineffective or even minimize the immediate 
performance impact of the strategic course. This finding confirms recent 
studies that call for aligning Web capabilities with the firm’s strategic course 
(Ghose and Dou 1998; Liu and Shrum 2002). Overall, the results provide 
broad support for our conceptual model and largely confirm the dual nature 
of Web capabilities and their contributions to export marketing 
performance. Chapter 2 
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2.6 Limitations and Further Research 
This study has several limitations that must be taken into consideration to 
judge its merits. At the same time, these limitations have implications for 
further theory development. First, we use cross-sectional data, which prevent 
us from testing causal relationships. A more extended longitudinal analysis 
might reveal a more complex interaction (including feedback loops) among 
Web capabilities, knowledge, and export marketing capabilities (e.g., 
Schreyögg and Kliesch-Eberl 2007). Furthermore, a longitudinal approach 
with a larger data set would allow for deeper insights in the short-term and 
long-term performance effects of Web capabilities (Lages and Lages 2004).  
Second, the study’s generalizability remains restricted, because our 
sample is limited to manufacturing firms. Although representative of typical 
exporting firms in the Netherlands and Portugal, our findings cannot simply 
be generalized to larger or service firms. Nevertheless, we collect data in two 
countries that differ with respect to their Web environment, the focal issue 
of this paper. As such, we enhance the external validity of the model, but 
further research including multiple segments and countries is warranted. 
Third, the complexity of the model, not least due to the higher-
order nature of most constructs, enabled us to include only a limited number 
of variables. Further research should introduce additional explanatory 
variables; for example, the interaction between Web capabilities and export 
marketing capabilities might depend on the integration of both capabilities 
within the organization (e.g., Prasad et al. 2001). Furthermore, the 
relationship among knowledge, export marketing capabilities, and 
performance might be extended to include other export resources and 
additional export-related processes (e.g., Morgan et al. 2004).   
 
2.7 Managerial Implications 
This research provides several clear recommendations for export managers. 
First, exporting firms should invest in developing Web capabilities. Beyond 
the indispensable IT infrastructure, through their Web capabilities, exporting 
firms can translate their presence on the Internet into export marketing 
performance. This ability seems particularly important in the context of a 
recent market report that indicates export managers believe that investments 
in advanced Web capabilities have lagged (McKinsey  2007a). Therefore, 
exporting organizations should enhance their technical and nontechnical 
skills with respect to online information, transaction, interaction, and 
supplier connection management.  
Second, the development of Web capabilities is a time-consuming 
and complex process, so noncompetitive benchmarking can be a useful tool 
to identify gaps in the current portfolio of Web capabilities and paths for 
future development (Bharadwaj 2000). Our results show that the  Web Capabilities and Export Marketing Performance 
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performance outcomes of Web capabilities may be short lived, as might the 
competitive relevance of modern skills. A regular evaluation and, if needed, 
rejuvenation of Web capabilities appears required to safeguard their 
relevance and maintain up-to-date export marketing resources.  
Third, our empirical findings corroborate the importance of Web 
capabilities for shaping and renewing the export knowledge base of the firm. 
Exporting firms should manage their knowledge stocks with an open mind 
about the Web. To date, exporting firms generally use the Internet as a cheap 
and easy medium for searching factual knowledge about export markets 
(Nguyen and Barrett 2006) but largely fail to see the potential of the Web for 
transforming facts that have been gathered into real business intelligence and 
eventually better strategic decision-making (McKinsey 2009). Linking the 
Web to firm internal IT systems such as SAP can help companies collect, 
analyze, and interpret online information so that this information can 
eventually be used to achieve cost-efficiencies or to improve customer 
relationship management.   
Fourth, our findings confirm that the development of Web 
capabilities should be aligned with the export strategy of the firm, in line 
with Gregory et al. (2007), who argue that Web capabilities enhance the 
successful implementation of an export marketing strategy as long as they are 
sufficiently embedded in the current business tactics of a particular venture. 
Both internal and external credibility are at stake if a firm’s Web activity fails 
to match its market positioning or reputation among local export partners. 
Moreover, misaligned Web capabilities cannot contribute to export 
performance, because the firm will lack the marketing instruments that can 
help Web capabilities materialize. Because export strategies differ among 
ventures, Web capabilities should align in a venture-specific context. To 
safeguard this alignment, boundary-spanning middle management, the 
champions of particular export ventures who operate close to the market 
(McKinsey 2007b), should take charge of developing Web capabilities. 
Although support from top management and corporate IT departments is 
necessary, successful Web capabilities cannot be mandated from outside the 





























Level and Profile of Web Capabilities: Effects of Web-
Induced Processes on Performance 
 
 
The impact of the Web on export management repeatedly takes the label 
“revolutionary”. Surprisingly though, the performance impact of a firm’s 
Web activity remains largely unexplored. In this chapter, we fathom the full 
scope of Web capabilities by distinguishing between their level and profile 
and investigate the effect of Web capabilities as a driver of export marketing 
processes. On the basis of longitudinal data from industrial exporting firms, 
we find that Web capabilities advance the deployment and upgrading of 
export marketing resources to enhance short-term and long-term 
performance, respectively. Our data also show how the interactive trait of 
Web capabilities buttresses performance. This chapter therefore reveals the 
complex yet profound effects of Web capabilities on marketing processes 
and performance. Chapter 3 
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3.1 Introduction 
The World Wide Web heralds a new era of export marketing. In many 
industries, it helps firms counter the liability of physical and mental distance 
to their markets, resellers, and foreign end customers (Prasad et al. 2001). 
Although the Web has decreased barriers to internationalization, export 
marketers also have learned that investing in Web technologies alone is not 
enough to foster marketing performance. Specifically, neither developing a 
Web site (Samiee 1998) nor dedicating budget and time to Web activities 
(Manyika et al. 2008) and relentlessly upgrading hard- and software to gather 
and process information (Quelch and Klein 1996) is sufficient to spur export 
marketing performance. Increasing managerial and academic evidence 
indicates the key to successful marketing performance is rarely Web 
technology per se (Morgan-Thomas and Bridgewater 2004). Rather, 
competitive advantage derives from the skillful and proprietary ways in 
which companies use Web technologies (Samiee, 1998). Recently, this 
statement has received confirmation from a large-scale, global survey that 
concluded that without an understanding of Web capabilities and their 
integration into relevant marketing activities, investments in Web 
technologies will not be effective (McKinsey 2007a). To date though, a 
paucity of knowledge clarifies these Web capabilities and how they eventually 
might enhance export marketing performance.  
Literature amply supports the notion that firms can realize and 
sustain competitive advantage to the extent that they have the capabilities to 
deploy and upgrade their marketing-related resources regularly (Day 1994; 
Teece et al. 1997; Eisenhardt and Martin 2000). This dynamic capabilities 
perspective appears in international marketing contexts (e.g., Luo 2000), for 
which the preliminary findings support the idea that Web capabilities 
contribute to a more productive use and allocation of resources (e.g., Prasad 
et al. 2001). Therefore, we argue that Web capabilities possess dynamic 
potential if they spur the deployment and upgrading of other organizational 
resources (Teece et al. 1997). Both resource deployment and upgrading 
foster sustainable competitive advantage, because they entail the efforts 
needed to extract returns from current resources and create new resources 
with future-return earning potential (Luo 2000). We contribute to emerging 
literature in two ways. 
First, we take a dynamic capabilities perspective to investigate how 
the level of Web capabilities drives critical marketing processes and 
eventually affects performance. We define and operationalize these 
relationships in an export marketing context and depict the impact of Web 
capabilities on performance through both resource deployment and resource 
upgrading. More precisely, as a result of deploying resources, firms create, 
allocate, and leverage critical marketing assets profitably. Resource upgrading 
entails investments in new marketing knowledge as a platform for revised or Effects of Web-Induced Processes on Performance 
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new marketing assets and capabilities. We argue that only resource upgrading 
has the potential to affect long-term performance.  
Second, we examine the interactivity trait of Web capabilities, which 
has led to the conceptualization of the Internet as a social medium (also 
referred to as Web 2.0). Overall, firm–market interactivity drastically affects 
firm performance (Song and Zinkhan 2008), and research convincingly 
illustrates that interactivity constitutes a valuable attribute of Web 
applications (Albert et al. 2004). Web interactivity gives firms more 
opportunities to communicate with important stakeholders such as 
customers. Online interactions for instance enable firms to better assess the 
potential of products to satisfy customer needs and if necessary to change 
service offerings accordingly. However, it remains largely unexplored 
whether enhanced online interactivity leads to performance (Varadarajan and 
Yadav 2002). Therefore, we investigate how the interactive trait of Web 
capabilities affects export marketing performance in the short and the long 
run and explore the extent to which this influence depends on how the 
organization links interactivity to its current export marketing behavior.  
In the remainder of this chapter, we conceptualize Web capabilities 
and elaborate a model that depicts a dynamic perspective on Web 
capabilities. In related hypotheses, we formalize the relationships we 
anticipate among Web capabilities, the deployment and upgrading of export 
marketing resources, and short-term and long-term performance. We test 
these hypotheses with a sample of 175 exporting firms across medium-sized 
manufacturing industries. Finally, we discuss the findings, some routes for 
further research, and managerial recommendations. 
 
3.2 Conceptual Model 
Building on recent advances in strategy, marketing, and information systems 
literature, we expand on how the level of Web capabilities feeds recurrent 
resource deployment and upgrading to enhance short-term and long-term 
export marketing performance. Furthermore, we explain how the interactive 
trait of Web capabilities reinforces these strategic processes.  
 
3.2.1 Web Capabilities and Marketing Processes 
This chapter relies on the same conceptualization and definition of Web 
capabilities we developed in Chapter 2. Hence, also in this chapter, we use 
Web-based initiatives to refer to an organization’s Web capabilities when 
they increase its ability to generate Web applications that create value (cf. 
Zhu 2004). Web capabilities constitute both technical (e.g., integration of 
software tools) and nontechnical (e.g., graphical design of a Web site) skills 
and can transform material (e.g., hardware) and immaterial (e.g., software Chapter 3 
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knowledge) assets to make them useful for the organization (Zhu and 
Kraemer 2002). On top of the findings in Chapter 2, this chapter highlights 
the role of underlying organizational capabilities that mobilize and deploy 
other resources to explain performance (Tanriverdi 2005). Although an 
important prerequisite, the mere possession of Web capabilities is 
insufficient to enhance marketing performance (Grewal and Slotegraaf 
2007). Today, marketing managers must master the balancing act among 
operationalizing, optimizing, and building organizational resources, including 
Web capabilities (Lages et al. 2005; Grewal and Slotegraaf 2007). Therefore, 
a more dynamic perspective on Web capabilities may better enable the 
appropriate deployment and timely upgrading of resources in the context of 
export marketing performance (Teece et al. 1997; Winter 2003). This way, 
the competitive relevance of Web application receives safeguarding in the 
short and long run.  
 
3.2.2 Web-Induced Deployment 
The deployment of export marketing resources is a complex activity, the 
outcome of an exploitation process that involves decision making and 
implementation such that resources produce the maximum risk-adjusted net 
return (Luo 2002). Returns on resource deployment, however, are rather 
short lived (Benner and Tushman 2002), because the use of pertinent assets 
and capabilities implies a depreciation of their competitive value (Teece et al. 
1997). We define export marketing deployment as a process that spurs the 
extension and optimization of existing paradigms, competencies, and 
technologies with respect to export marketing management. In the following, 
we elaborate on how Web capabilities may enhance export marketing 
deployment to the firm’s advantage. 
The Web supports economic and increasingly social exchanges 
between the exporting firm and its local partners and makes business 
behavior transparent and accessible. In online communities, for example, 
both companies and customers can observe their own contributions as well 
as those of other business partners. Thus, by managing and using online 
tools, firms can gain insights not only about their customers but also about 
their own behavior. Compared with real-life, verbal chats, information 
displayed on Web sites is easy to comprehend, because it can be saved, 
printed, and quickly passed on to colleagues. Therefore, firms with the skills 
to manage online tools will obtain a better understanding of their own 
export marketing conduct. The interface used to mirror the firm’s behavior 
also provides insights into the venture’s value drivers and value drains 
(Nguyen and Barrett 2006). Furthermore, to spur export marketing 
deployment, firms look for exchanges with business partners, which enables 
them to learn from past mistakes and experiences as well as optimize existing 
marketing competencies (Huber 1991). In a traditional sense, the exporter Effects of Web-Induced Processes on Performance 
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might, for example, set up a relatively static Web site to provide information 
about the company and its products to the export market. A more 
innovative approach would use the Web as a social medium and facilitate 
direct interaction with and between customers through virtual communities, 
social (business) networks, and videoconferencing. Hence, the Web 
represents a very rich interface that perfectly mirrors exporters’ current 
export behavior and gives them more opportunities to optimize their current 
activities and feed export marketing deployment. Therefore, 
H1:   Web capabilities positively affect export marketing 
deployment. 
 
Export marketing deployment also enhances the action repertoire of 
the export manager instantly, because it activates obtainable, trustworthy, 
and reliable marketing assets, knowledge, and competencies (Moorman and 
Miner 1997). As such, it helps strengthen the value proposition(s) and 
marketing performance in the export venture (Sethi and Iqbal 2008). Extant 
research defines export marketing performance as the degree to which an 
export venture achieves its most important financial and nonfinancial 
marketing goals (Diamantopoulos and Kakkos 2007). However, the benefits 
of resource deployment may be only short lived, because the advantages of 
exploiting existing resources are limited and expected to fade (Luo 2000). By 
relying too much on its own internal strengths, the exporter runs the risk of 
becoming short-sighted and neglecting changes in customers’ preferences or 
competitive moves that necessitate greater modifications to the marketing 
mix. Hence, the strength of resource deployment is absolute focus and 
commitment to the current marketing mix, though this focus simultaneously 
entails a lack of flexibility to adjust to trends and make revolutionary 
changes. Therefore, we expect that deployment affects performance only in 
the short run. 
H2:    Export marketing deployment positively affects 
short-term export marketing performance. 
 
The creation of competitive advantages largely is contingent on 
resource traits (Black and Boal 1994). Accordingly, in addition to just the 
stock of Web capabilities, their characteristics should affect short-term 
export marketing performance. In this respect, we focus on interactivity as a 
predominant trait of Web applications, based on the increasing relevance of 
interactivity for firm performance (Ramani and Kumar 2008). In a Web-
mediated environment, interactivity denotes the degree to which 
communication is bidirectional, timely, mutually controllable, and responsive 
(McMillan and Hwang 2002). We contend that Web capabilities without the 
potential to enhance interactive Web tools only allow for unidirectional 
contact from the firm to customers, which implies that information merely Chapter 3 
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flows from the company to the market and does not take account of any 
feedback mechanisms (Liu and Shrum 2002). In contrast, Web capabilities 
with interactive potential can create and manage interactive Web-based 
interfaces. Especially increasing bandwidth facilitates the use of Web 2.0 
tools (Cooke and Buckley 2008; Manyika et al. 2008). Information systems 
literature characterizes a Web 2.0 environment as interactive, facilitating 
active sharing and participation (Hoffman 2008; Metz 2008). As such, Web 
2.0 tools may help bridge the gap between an exporter and its markets. 
However, isolated from the firm’s export marketing conduct, Web 2.0 tools 
cannot yield competitive advantages. To spur performance, the Web-based 
interface should underpin the firm’s current export marketing conduct. 
Therefore, we concentrate on how the interactive trait of Web capabilities 
fosters export marketing deployment and upgrading.  
The interactive trait of Web capabilities should enhance the 
deployment of export marketing resources by offering practical features for, 
among other things, faster global communication, international data 
collection, foreign retailer selection, and better service to existing customers 
(Fisher et al. 2007). Furthermore, recent findings show that companies that 
can handle interactive Web tools, such as blogs and communities (Barwise 
and Farley 2005), are better at discovering, differentiating, and networking 
with individual customers, as well as building customized product offerings 
(Bernoff and Li 2008). These applications result in more lively 
communication and active dialogues with customers to promote products or 
services. As such, they help companies emphasize the key benefits of their 
offerings and increase their market awareness and local sales (Sicilia et al. 
2005). Therefore:  
H3:   The interactive trait of Web capabilities enhances 
the positive effect of export marketing deployment 
on short-term export marketing performance. 
 
Web capabilities should underpin the deployment of export 
marketing resources, yet eventual success reduces the causal ambiguity about 
the existence and impact of resources, even across the organization’s 
boundaries. As a consequence, the profits from resource deployments fade. 
To understand how Web capabilities can spur long-term performance 
effects, we also must recognize how Web capabilities help upgrade export 
marketing resources (Luo 2000; 2002).  
 
3.2.3 Web-Induced Upgrading  
Resource upgrading results from an exploration process and involves 
searching, experimentation, discovery, and innovation outside current 
paradigms and competences (March 1991; Voss 2008; Zhan and Luo 2008). 
Through exploration and experimentation, firms eventually shift their Effects of Web-Induced Processes on Performance 
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learning curves, which can provide a broader mindset and greater ability to 
respond to changes in the environment (Brouthers et al. 2008). In turn, they 
build new technologies, market offerings, and skills that become the basis for 
their future performance (Luo 2000). We define export marketing upgrading 
as a process that entails the creation and internalization of new insights and 
procedures with respect to export marketing management. In the following, 
we elaborate on how Web capabilities may enhance upgrades of export 
marketing resources and thus future performance.  
The Web facilitates an open window between the firm and its 
markets and thus enhances a firm’s ability to retrieve information about the 
export marketing environment. This information interface also enables 
exporting companies to store and internalize information, such as by 
integrating intranet and extranet applications (Sharp 1998). Furthermore, 
virtual communities enable firms to bring together users with common 
interests or let these users express common attitudes or opinions about the 
products online (Sawhney et al. 2005). Firms look for information to reduce 
uncertainty about the foreign export market (Johanson and Vahlne 1977; 
Bergh 1998), then enter into search processes to combine and compare 
different bodies of information. New information becomes internalized to 
feed the firm’s knowledge stocks (Nonaka 1994), which may reduce risk 
perceptions about uncharted possibilities, because the new information 
improves the exporter’s capability to assess the consequences of 
opportunities, such as changing the brand name of a product for a particular 
market. Thus, through their Web capabilities, companies obtain greater 
exposure to new knowledge, which spurs upgrades of export marketing 
resources. Hence,  
H4:   Web capabilities positively affect export marketing 
upgrading. 
 
Export marketing upgrading also entails the acquisition of 
knowledge and skills that differ from those used previously. Therefore, 
export marketing upgrading should increase a company’s palette of available 
export marketing skills and competencies (Sidhu et al. 2007). Furthermore, 
resource deployment must be fueled with different ingredients, because the 
ways in which existing resources can be (re)used and allocated are limited 
(Luo 2002). As we hypothesized previously, export marketing deployment 
should result in immediate performance improvements. Because many 
companies attempt to guarantee short-run profitability to their stakeholders, 
we expect that the company uses the benefits of upgrading to feed 
deployment instantly. That is, resource upgrading results in new insights and 
expands the room available for strategic maneuvering. Firms likely instantly 
apply their upgraded resources, such that:  Chapter 3 
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H5:    Export marketing upgrading positively affects 
export marketing deployment. 
 
A second, easily neglected, yet crucial benefit of export marketing 
upgrading pertains to the potential to enhance an exporter’s future strategic 
flexibility and marketing options (Paik 1992), which can result in flexibility in 
the resources available (i.e., slack) and enhanced flexibility in the use of 
resources for new strategic options. For example, an upgraded resource base 
may enable companies to develop new products, new partnerships with 
distinct suppliers, and/or better customer-centered strategies (Eisenhardt 
and Martin 2000; Swink et al. 2005). Although flexibility may help firms 
improve their long-term competitive advantage, it also represents a strategic 
route that requires planning (Grewal and Tansuhaj 2001). To be effective, 
strategic flexibility requires other parts of the company, such as 
manufacturing technology and organizational design, to be aligned (Bello and 
Gilliland 1997). Some companies tend to ignore these strengths of 
upgrading, because it takes time and effort before they can turn them into 
profitable outcomes. Yet if they invest in upgrading, they benefit in the long 
run.  
H6:   Export marketing upgrading positively affects long-
term export marketing performance.  
 
In line with H3, we argue that the interactive trait of Web 
capabilities enhances the effects of export marketing upgrading. Interactivity 
pays off when it can foster relationships with particular (future) customer 
groups, which becomes particularly relevant for influentials or lead-users in 
specific export markets (Franke et al. 2006). Interactive Web tools enable 
exporters to build a joint information network and even cocreate with lead 
users; through interactive virtual modes, users can help design and develop 
new products (Urban and Hauser 2004). Therefore, we argue that:  
H7:   The interactive trait of Web capabilities enhances 
the positive effect of export marketing upgrading 
on long-term export marketing performance. 
 
The conceptual framework in Figure 3.1 summarizes our hypotheses 
and depicts how Web capabilities might affect export marketing deployment 
and upgrading. Moreover, the model indicates the role of the interactive trait 
of Web capabilities. 
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3.3 Empirical Study 
To test these hypotheses and as described in Chapter 1, we first of 
all used the data for all measures that were collected in the Netherlands in 
2004. After deletion of 21 additional cases with missing values on the 
respectives scales needed for this study, we based our analysis on a dataset 
consisting of 175 cases. Second, we used responses on the 2008 survey for 




We draw the measurement scales from articles published in established 
journals in information systems, (international) marketing, international 
business, and strategy. By combining fieldwork with findings from 
international marketing and information systems literature, we verify the 
relevance and adequacy of each construct. Respondents could choose the 
Dutch or English versions of the questionnaire. Double-back translation 
ensured consistency between the two questionnaires. The items of our 
scales, references, and reliability estimates appear in Appendix B. We discuss 
them shortly hereafter.    
Web Capabilities.  We assess Web capabilities by developing a 
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organization’s capability to offer information (4 items), enable transactions (5 
items), allow interactions (5 items), and facilitate supplier connections (5 
items) through Web applications. We adopt items for each of these four 
dimensions from an elaborate list of e-commerce metrics identified by Zhu 
and Kraemer (2002).  
Interactive Trait of Web Capabilities. Emphasizing their 
potential to generate interactive Web applications, we capture the extent to 
which Web capabilities allow for interactivity by subtracting the average 
summated scores of the non-interactive items (9 items) from the average 
summated score of the interactive items (10 items) of the Web capabilities 
scale. Higher scores on this difference score imply that the profile of Web 
capabilities is disproportionately interactive.  
Export Marketing Deployment and Upgrading. Export 
marketing deployment represents a process that spurs the extension and 
optimization of existing paradigms, whereas export marketing upgrading 
entails the creation and internalization of new insights and procedures. We 
review relevant literature on strategy, marketing, and dynamic capabilities to 
produce an adequate item list (e.g., Eisenhardt and Martin 2000; Luo 2000). 
With regard to export marketing deployment, we develop an item set that 
includes statements regarding the exploitation of the current marketing mix 
and the optimization of existing knowledge. For export marketing upgrading, 
the items reflect the firm’s search for new insights, such as monitoring new 
competitive products and understanding new customer requirements. Item 
generation precedes the item edition phase (Churchill 1979), in which we 
carefully evaluate the item list to ensure that it contains slightly different 
shades of meaning. These procedures lead to a four-item measurement 
instrument for each construct. Four peers inspected the instruments to 
assess item redundancy, specificity, and non-ambiguity. 
Short-term Export Marketing Performance. We measure short-
term export marketing performance satisfaction with Lages and Lages’s 
(2004) 10-item STEP scale, which reflects the following dimensions: extent 
to which the export venture achieved satisfaction with short-term 
performance improvement (4 items), immediate export intensity 
improvement (2 items), and expected short-term performance improvement 
(4 items). The STEP scale forms part of our questionnaire in 2004, so we 
collect data for this measure at the same point in time as all preceding 
measures. Accordingly, in Figure 1, we refer to short-term export marketing 
performance (Yeart). 
Long-term Export Marketing Performance. We measure long-
term export marketing performance using Zou and colleagues’ (1998) 
EXPERF scale, which captures financial and strategic export performance, 
as well as overall satisfaction with the export venture, with three items each. 
The data for this item were collected four years after the first data collection Effects of Web-Induced Processes on Performance 
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to account for the typical time it takes for upgrading processes to take effect. 
Furthermore, prior research suggests that a longitudinal approach with a lag 
period of four years is appropriate (Grant et al. 1988; Hult et al. 2008). 
Figure 1 depicts this particular time frame by incorporating long-term export 
marketing performance (Yeart+4).  
In addition to these constructs, we add some control variables to 
our model, namely, export marketing resources, IT infrastructure, and 
competitive intensity.  
Export Marketing Resources. We adapt Morgan and colleagues’ 
(2004) measure to operationalize the export marketing resources construct 
with an instrument that focuses on experiential resources (4 items), scale 
resources (3 items), financial resources (2 items), and physical resources (3 
items). These items reflect the most important types of traditional resources, 
widely used as indicators of the export marketing resource base (e.g., 
Cavusgil and Zou 1994; Morgan et al. 2004).  
IT Infrastructure. Zhu and colleagues (2003) use a seven-item scale 
to tap the sophistication of a company’s IT infrastructure. We adapt this 
scale slightly to measure the extent to which a company makes use of typical 
information technology tools, such as intranets, electronic data interchange 
(EDI), or electronic groupware tools. 
Competitive Intensity. Similar to Morgan and colleagues (2004), 
we apply a five-item scale to assess the extent of competition in the 
particular export market. Examples of the items employed include the degree 
to which price competition is a hallmark and the frequency of competitive 
actions such as promotion wars.   
 
3.4 Analysis 
Except for export marketing deployment, export marketing upgrading, and 
the interactive trait of Web capabilities, we operationalize the constructs in 
our model using multidimensional measures.  
 
3.4.1 Measurement and Structural Model Estimation 
As an initial step, we check for common method variance (CMV), because 
using a single data collection method might exert a systematic influence on 
the observed correlation between the measures (Podsakoff et al. 2003). To 
check for the potential effect of common method bias, we adopt the 
approach suggested by Lindell and Whitney (2001). First, we calculate the 
correlations among all variables. Second, we subtract the lowest correlation 
across all possible pairs of variables from the total correlation between each 
pair. The smallest correlation among variables thus serves to represent the 
maximum amount of CMV possible, partialled out of the remaining Chapter 3 
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correlations to remove the effect of CMV. Significant t-statistics for the 
majority of our constructs indicate that CMV does not bias the results. A 
detailed overview of these results appears in Appendix E. To assess 
violations of the assumption of multivariate normality, we conduct Mardia’s 
(1970) test of multivariate kurtosis (N(b2p) = 7.93, p < .001) and Small’s test 
(Looney, 1995) of multivariate normality (VQ3 = 137.02, p < .001). For both 
tests, we reject the null hypothesis, which implies that our data are not 
normally distributed (DeCarlo 1997). Next, we started to analyze the 
measurement and structural models with partial least squares (PLS) 
regression analysis. The deviations from multivariate distribution of one of 
our constructs, the ability to detect and accurately estimate the strength of 
interaction effects, and the limited number of cases for our long-term 
performance measures motivated our choice of PLS (Chin et al. 2003).  
We used nonparametric bootstrapping, as implemented in PLS 
Graph 3.0, with 500 replications (Chin, 2001). To generate the higher-order 
latent variables, we repeated the use of the manifest variables of the lower-
order variables (Wetzels et al. 2008). Specifically, we constructed the first-
order latent variables by relating them to their respective block of manifest 
variables using mode A (reflective). To construct the second-order latent 
variables, we related them to the blocks of the underlying first-order latent 
variables using mode A (reflective). Furthermore, as Chin and colleagues 
(2003) suggest, we used the two-step score construction procedure to test 
our two interaction effects. This approach ensures the explicit estimation of 
latent variable (LV) scores; after saving the standardized LV scores (cf. 
Tenenhaus et al. 2005), we calculate the interaction terms and include them 
in the model. 
All item loadings (λ) exceed .60, which supports within-method 
convergent validity. Our measures exhibit sufficient reliability, with 
coefficient alphas greater than .70 (Hulland, 1999). In addition, our 
constructs display discriminant validity. The square root of the average 
variance extracted of each construct is greater than the variance shared 
between the construct and other constructs in the model (Fornell and 
Larcker 1981). In Appendix F, we list the higher-order factors and 
standardized loadings of their respective items.  
All proposed path coefficients are significant and in the expected 
direction. The R-squares confirm the explanatory power: .57 and .38 for 
export marketing deployment and export marketing upgrading, respectively. 
In Table 3.1, we also present the standardized coefficients for all direct 
relationships.  Effects of Web-Induced Processes on Performance 
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TABLE 3.1 Standardized Coefficients  
 
Direct Effects  Standardized  
Coefficients  
 
H1:  Web capabilities → export marketing deployment  
 
.23** 
H2:  Export marketing deployment→ short-term export 
        marketing performance 
.23* 
H3:  Interactive trait of Web capabilities x export marketing 
        deployment → short-term export marketing performance 
.16* 
H4:  Web capabilities → export marketing upgrading 
H5:  Export marketing upgrading →  export marketing 
        deployment 
H6:  Export marketing upgrading → long-term export marketing 
        performance 
H7:  Interactive trait of Web capabilities x export marketing 










*Significant at p < .05. 
**Significant at p < .01. 
 
 
As expected, Web capabilities positively affect export marketing deployment 
(H1) (standardized coefficient .23, p < .01) and export marketing upgrading 
(H4) (standardized coefficient .14, p < .05). These effects of Web capabilities 
are significant even in presence of the significant effects of export marketing 
resources on both deployment (standardized coefficient .40, p < .01) and 
upgrading (standardized coefficient .60, p < .01). Export marketing 
deployment only affects export marketing performance in the short run (H2) 
(standardized coefficient .23, p < .05), whereas export marketing upgrading 
has long-term effects on export marketing performance (H6) (standardized 
coefficient .16, p < .05). Furthermore, export marketing upgrading has a 
positive effect on export marketing deployment (H5) (standardized 
coefficient .43, p < .01) and therefore also feeds short-term performance 
indirectly. 
With regard to the interaction effects between the interactive trait of 
Web capabilities, and deployment and upgrading towards export marketing 
performance (i.e., H3 and H7), we find significant results for deployment on 
short-term performance (standardized coefficient .16, p < .05), and for 
upgrading on long-term performance (standardized coefficient .20, p < .05). 
Moreover, we do not find a direct effect from the interactive trait of Web 
capabilities to export marketing performance, deployment, or upgrading. 
The direct effects of export marketing deployment on long-term export 
marketing performance (standardized coefficient .08, p > .05) and those of 
export marketing upgrading on short-term export marketing performance Chapter 3 
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(standardized coefficient .13, p > .05), as expected, turn out to be 
insignificant.  
Although not hypothesized, we consider potentially confounding 
effects and test for the impact of additional variables that appear in related 
prior studies (Zhu and Kraemer 2002; Morgan et al. 2004). In addition to the 
direct influence of more traditional organizational, financial, and physical 
export marketing resources on export marketing deployment and upgrading, 
we control for export firms’ investments in IT infrastructure and the 
competitive intensity in the industry and export market. No significant 
interaction effects emerge between Web capabilities and IT infrastructure or 
export marketing deployment and competitive intensity. These findings again 
emphasize the importance of the significant results of the interaction effects 
with respect to the interactive trait of Web capabilities.  
 
3.5 Discussion 
The aim of this study has been to reveal the complex relationship between a 
firm’s Web activity and its export marketing performance. Therefore, we 
propose two research objectives: (1) a framework that characterizes the role 
and performance of Web capabilities through the deployment and upgrading 
of export marketing resources, and (2) an exploration of the interactive traits 
of Web capabilities as potential catalysts of export marketing performance. 
For the first research objective, we propose a dynamic perspective 
on Web capabilities. Web capabilities positively influence both resource 
deployment and upgrading. This finding confirms our argument that the 
Web represents an interface that spurs crucial marketing processes. This 
interface encourages the deployment of resources by increasing a company’s 
insights into the market and spurs short-term performance by heightening 
the company’s commitment to export. We thus support prior research 
regarding the relationship between internal management forces and 
immediate performance outcomes (e.g., Lages et al. 2008). We complement 
previous findings by incorporating long-term performance effects and 
proposing that Web capabilities affect performance in the long run through 
the upgrading of export marketing resources. Companies benefit in the long 
run, because resource upgrading reinforces their strategic marketing 
flexibility and action repertoire. Moreover, these effects of Web capabilities 
strikingly persist even in the presence of an extended range of well-
established export marketing assets. The results support previous findings 
that argued that a dynamic perspective on capabilities is neither vague nor 
tautological if it explicates the relationship of capabilities to the deployment 
and upgrading of particular resources (Eisenhardt and Martin 2000). 
Moreover, our findings confirm the importance of social interactions for 
export marketing and advance existing research by illustrating potential ways Effects of Web-Induced Processes on Performance 
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in which specific capabilities may help spur social interactions (Zhou et al. 
2007).  
Second, the results largely confirm that the interactive degree of 
Web capabilities plays a special role in export marketing performance. That 
is, the interactive trait of Web capabilities moderates the direct, positive 
effects of resource deployment on short-term export marketing performance 
by enhancing the range of practical tools available to perform export 
marketing in a more efficient and effective manner. Moreover, this 
interactive trait matters in the long run, because of its power for fostering 
knowledge exchange, commitment, and cocreation with lead users. This 
finding contributes to recent studies that highlight the long-term effects of 
online interactivity (e.g., Cooke and Buckley 2008) and the fundamental 
effect of commitment and trust between partners on export performance 
(Styles et al. 2008). In all, the results provide broad support for our 
conceptual model and largely confirm the link between Web capabilities and 
strategic marketing processes, as well as their contributions to export 
marketing performance. 
 
3.6 Limitations and Further Research 
This study has a few limitations. First, we use data from single informants. 
Although a multi-informant approach is often preferable, pragmatic reasons, 
such as gaining collaboration from the participating firms, motivated us to 
rely on single respondents. Although the single-informant technique is 
widely applied in export marketing research (Morgan et al. 2006), its possible 
limitations warrant continued reflection. For example, because we gather 
data at the export venture level, data from single informants could raise 
concerns about response accuracy. However, we take care to allay this 
concern by verifying that respondents are experts in key export positions and 
asking them to provide a description of their current position and 
responsibilities. 
Second, we only contacted manufacturing SMEs. Even though these 
firms are characteristic of typical exporting firms in the Netherlands, our 
findings cannot simply be generalized to larger or service firms. 
Nevertheless, we control for the effects of additional, relevant variables such 
as IT infrastructure. Thus, we augment the external validity of the model, but 
further research including data from multiple segments and countries would 
be beneficial. 
Third, the complexity of the model, not least due to the 
incorporation of interaction effects, restricts us to incorporating only the 
most important variables. Further research should add more explanatory 
variables; for instance, the interaction between Web capabilities and export 
marketing activities might depend on the export marketing orientation of the 
company (Cadogan et al. 1999; Cadogan et al. 2002). Furthermore, the Chapter 3 
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export performance measure might be extended to include objective 
measures (e.g., Morgan et al. 2004). Nevertheless, extant research provides 
evidence of a strong correlation between objective and subjective 
performance measures (Dess and Robinson 1984).  
 
3.7 Managerial Implications 
The World Wide Web benefits almost every exporting firm, because it offers 
critical advantages such as decreasing the geographical and psychic distance 
to markets. Sustainable competitive advantages, however, can be derived 
only from the ways in which companies use Web capabilities. 
First, in addition to the effects of the level of Web capabilities which 
we investigated in Chapter 2, the empirical findings of Chapter 3 corroborate 
the importance of looking closely at the interactive trait of Web capabilities 
for reinforcing the export marketing activities–performance relationship. 
Exporting firms should try to use interactive technologies such as blogs, 
podcasts, and online social networks to reinforce the effectiveness of their 
marketing strategies. To date, exporting firms generally use the Web as a 
cheap and easy medium for gathering factual knowledge about export 
markets (Nguyen and Barrett 2006), but many fail to see the potential of 
Web 2.0 tools for instigating intense dialogues with customers and partners 
(McKinsey 2007b). To address this deficiency, we suggest that export firms 
should make use of interaction-related Web capabilities. For example, export 
managers could set up a cocreation-related online community; open to all 
foreign partners in a particular business. Firms could invite customers to 
propose new product extensions interactively and then (financially) reward 
those customers whose ideas proved marketable. Research amply documents 
the importance of online communities as instruments of fast and efficient 
communication to customers and business partners (Von Hippel and von 
Krogh 2003; Wiertz and de Ruyter 2007; Bughin et al. 2008).  
Second, and in line with the results of Chapter 2, we reveal in this 
study that the performance outcomes of Web capabilities may be immediate 
or long lasting. Yet. in addition to Chapter 3, we do not only reveal that the 
long-term performance impact is indirect, but also present upgrading as a 
process through which companies can control future outcomes. This result 
is interesting, because it offers export managers power over the exact timing 
of the effect of Web capabilities. By deciding if they will use Web capabilities 
for deployment or to upgrade export marketing resources, these managers 
can set the priorities regarding short-term or long-term effects, respectively. 
Moreover, they can eventually employ the interactive trait of Web 
capabilities to strengthen the effects of export marketing strategies on 
performance. Thus, the profile of Web capabilities can facilitate both short-
term and long-term performance goals. Effects of Web-Induced Processes on Performance 
53 
Third, in addition to Chapter 2, we show in this study which 
specific, dynamic processes within an export venture spur performance. By 
mapping these processes in more detail companies can more easily identify 
the most valuable steps that form part of these processes. In turn, managers 
can assign key performance indicators (KPIs) to employees to emphasize 
these elements of upgrading and deployment which are fundamental for 
their short-term and long-term profitability. The KPIs will make the 
processes more tangible to the organization and its employees and in turn 
motivate everyone to focus on these tasks that matter most in terms of 
financial and non-financial performance. 
  





Developing Local Market Knowledge through Virtual 
Interaction: Bridging Cultural Distance  
 
 
Academics and marketers alike have pointed to the benefits of collaboration 
and interactions for knowledge creation. In fact, the Web seems to be a 
markedly valuable tool to foster online interactions with business partners 
worldwide. So far, however, international marketers tend to favor 
contractual agreements to facilitate interactions and the literature today does 
not yet provide clear evidence for the effectiveness of online interactivity. 
With data from 165 Dutch companies, we reveal that firms can make use of 
their interactive Web capabilities to spur the creation of market knowledge. 
While we provided evidence for a positive Web-knowledge relationship in 
Chapter 2, this chapter re-examines this effect by incorporating cultural 
distance as well as international business and Web experience into our 
model. This way, we investigate more closely to which extent information is 
organized and accessed in foreign markets and prove the robustness of the 
Web-knowledge relationship.  
 Chapter 4 
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4.1 Introduction 
Interorganizational networks may leverage to the creation of new resources 
(Powell et al. 1996; Zaheer and Bell 2005). Best practice and research in 
domains such as new product development (Rindfleisch and Moorman 
2001) and customer relationship management (Palmatier 2008), illustrate the 
relevance of interaction with stakeholders as a platform for the creation of 
unique resources that reside in the interstices of the interaction (Gulati 1999; 
Hardy et al. 2003). Eventually, interconnected firms manage to extract long-
lasting value from resources that would not have emerged if no interaction 
outside the organization occurred (Dyer and Singh 1998; Palmatier et al. 
2007). The creation of these network-enabled resources mirrors complex 
learning that builds not only on firms’ past experience, but also on the 
relational platform in which a firm’s interaction with business partners is 
embedded (Powell et al. 1996; Uzzi and Lancaster 2003). As a consequence, 
topical research has addressed issues, such as relational embeddedness, goal 
congruency, and knowledge redundancy of partners, investigating both 
contractual and informal relations (Bonner and Walker Jr. 2004; Gulati and 
Singh 1998; Park and Russo 1996; Rindfleisch and Moorman 2001; Uzzi 
1997). Overall, these authors concur that apart from the partnering firms’ 
stocks of knowledge, the nature of inter-organizational relations affects the 
eventual outcome and type of new network-enabled capabilities (Uzzi and 
Lancaster 2003).  
Two important global trends currently affect the nature of these 
relations: (1) globalization and (2) the development of the World Wide Web. 
In relation to the former, an increasing share of inter-firm relations now 
occurs between foreign firms. Extant research has pointed to the importance 
of viewing learning as a social process, in which trustful cooperative 
behavior is more relevant for knowledge creation than impersonal exchanges 
motivated by instrumental profit seeking. As a consequence of globalization, 
this social process cannot be understood without considering the 
background of firm partners and in particular their culture. However, 
relatively little is known about how partners’ cultural predispositions affect 
relational aspects and to which extent this subsequently impacts the ways in 
which information is organized and accessed in foreign markets.  
Second, during the last decade the Web has become a truly virtual 
equivalent to face-to-face firm interactions. Therefore, scholars have 
expanded their scope to include virtual relations (Jap 2007; Sun 2006), 
thereby revisiting interactions in the context of virtual relations (Nambisan 
and Baron 2007). Best practice and academia alike herald the immense 
potential of virtual interactive tools (e.g. weblogs, video-conferencing, online 
communities virtual social networks and entire 3D virtual worlds) and their 
impact on interorganizational relations (Wu et al. 2003). It is often 
emphasized that the essence of the potential lies in recognition of the fact   Market Knowledge Creation through Virtual Interaction 
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that virtual interactions now are of an inherently social nature (Holzwarth et 
al. 2006; Moon 2000; Parasuraman and Zinkhan 2002).  
In the wake of these two contingencies, we propose to focus on the 
creation of market knowledge through virtual interaction in an export 
marketing context. Extant literature has demonstrated abundantly the critical 
role of export marketing knowledge – a firm’s understanding of the most 
important business partners and procedures in a foreign market –for 
enduring firm performance (De Luca and Atuahene-Gima 2007; 
Edmondson et al. 2003) as well as for the firm’s internationalization process 
itself (Morgan et al. 2003). Concurrently, however, it has been demonstrated 
that the development of export marketing knowledge becomes increasingly 
complicated as the (cultural) distance between interacting parties increases 
(Griffith et al. 2006). Overall, cultural distance tends to raise barriers for 
understanding international partners (Lyles and Salk 1996; Michailova and 
Hutchings 2006), which may impede flows of information and learning 
(Parkhe 1993). In turn, this may disturb partners’ behavior, perturbing the 
expected train of affairs (Bush et al. 2001; Lyles and Salk 1996). In response, 
it has been argued that virtual interaction may overcome aforementioned 
barriers as the Web as a social medium may be used as a safeguard against 
the liabilities of cultural distance while fostering the development of export 
marketing knowledge (Tam and Ho 2006).  
In the present paper, we investigate the viability of this claim. An 
important assumption is that concurrent interactive Web capabilities enable 
companies to provide highly personalized offerings and social interaction 
with geographically dispersed customers. By fine-tuning the medium as well 
as the message to the appropriate socio-cultural context, companies can 
overcome cultural distance by taking into account idiosyncratic customer 
preferences (Tam and Ho 2005). Furthermore, we investigate how a firm’s 
relevant international experience – in itself a cognitive antecedent of new 
knowledge – impacts knowledge creation through virtual interaction under 
cultural restraints. In addition, we study the impact of a firm’s virtual 
experience as an increasingly commonplace and pertinent yet unidentified 
type of asset for marketing knowledge creation that transcends national 
borders. 
More specifically, we aim to contribute to the literature in threefold. 
First, we capture the complementary role of a firm’s international business 
experience and the firm’s capability to interact over the Web on the creation 
of export market knowledge. We provide a conceptualization of interactive 
Web capabilities that encompasses the skills needed to deploy Web-based 
interactions for knowledge creation. While prior research has pointed to the 
potential of online interactions for fostering the creation of foreign market 
knowledge (Nguyen and Barrett 2006), to the best of our knowledge no 
study has empirically investigated this link. As such, in a KBV, we provide Chapter 4 
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evidence for the decisive impact of cognitive (i.e., international business 
experience and Web experience) and strategic (i.e., Web capabilities) 
antecedents of organizational knowledge creation in an international as well 
as virtual context.  
Second, we extend topical research by re-examining the negative 
impact of cultural distance on physical interaction and cross-border 
knowledge creation to a virtual context. We propose that cultural distance 
may be less problematic as a result of unleashing the potential of online 
capabilities. Firms across the globe possess interactive tools to collect and 
analyze Web behavior and transactions to generate highly adaptive content 
for different users (Komiak and Benbasat 2006; Simonson 2005). However, 
our premise is that only by turning commercial transactions into social 
exchanges, they develop a sound basis for knowledge creation. Thus, we 
contribute to ongoing research that focuses on the social nature and impact 
of interaction and extend the relevance of their findings to the international 
and virtual context.  
Third, we focus at how and to what extent the cognitive platforms 
of future learning – a firm’s international business experience and its 
experience with the Web – facilitate knowledge creation from interactive 
Web capabilities. Even though international experience appears to be too 
broad to solve market-specific problems at first sight, we posit that it helps 
companies to assess the value of new market knowledge better. 
Furthermore, while existing research has identified Web experience as a 
crucial marketing resource (e.g., Chatterjee et al.  2002), there is lack of 
evidence for its pertinence with regard to knowledge creation in culturally 
remote markets. We reveal that elaborate Web experience leads to the 
development of a social network, in which members easily exchange ideas 
and information because of a common language and shared customs. Thus, 
we show that Web experience holds up in culturally distant markets.  
 
4.2 Conceptual Model 
The RBV focuses on assets and capabilities that provide companies with a 
unique, competitive advantage (Barney 1996). According to the RBV, firms 
achieve strategic goals by possessing and controlling an inimitable bundle of 
accumulated resource stocks that are internal to the firm. Recently, the 
strategic management literature has highlighted the importance of external 
resources available to the company through its network (e.g., McEvily and 
Markus 2005). More specifically, authors such as Zaheer and Bell (2005) 
underline that firms with superior network structures are better at exploiting 
internal resources. While interactions per se are beneficial for performance, 
this is particularly true if firms possess the capabilities that allow them to 
identify knowledge resources in their network.    Market Knowledge Creation through Virtual Interaction 
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Since Web applications are typically characterized by high levels of 
interactivity, firms increasingly use them to facilitate inter-firm exchanges 
(Cooke and Buckley 2008, Manyika et al. 2007). In an increasingly virtual 
world, an interactive Web environment may expand a firm’s potential to 
create new knowledge (Johnsen and Ford 2006; Johnson et al. 2005). 
Information systems scholars define an interactive Web environment as 
facilitating active sharing and participation among online participants 
(Hoffman 2008; Metz 2008).  
 
4.2.1 Interactive Web Capabilities 
In the present paper, we focus on a firm’s capabilities to create and manage 
interactive Web tools, an ability that offers firms the opportunity of more 
closely linking to (foreign) markets (Sicilia et al. 2005). Extant research in 
information systems identifies elaborate sets of e-commerce metrics and 
captures effects of interactive Web applications that might determine firms’ 
degree of online interactivity (Zhu and Kraemer 2002). Although several 
studies report a linear, positive association between a firm’s extent of 
interactional initiatives and firm performance, others report insignificant 
findings (Morgan-Thomas and Bridgewater 2004; Prasad et al. 2001). More 
recent studies underpin the role of underlying firm capabilities that activate 
and exploit other resources to improve performance (Tanriverdi 2005). Web 
capabilities constitute both technical (e.g., integration of interactive tools) 
and nontechnical (e.g., user-friendliness of a Web site) skills and can 
transform material (e.g., hardware) and immaterial (e.g., software knowledge) 
assets to be beneficial for firm performance (Zhu and Kraemer 2002). 
Interactive Web capabilities enable companies to create and use interactive 
tools to foster bi-directional, direct, and mutually controllable 
communication with customers and other business partners across time and 
space (Haeubl and Trifts 2000). 
 
4.2.2 Export Market Knowledge 
Export market knowledge denotes a firm’s understanding of the most 
important foreign business partners and procedures that form part of a 
particular export market (De Luca and Atuahene-Gima 2007). Existing 
studies have underlined the importance of knowledge of the market, clients, 
problems, and opportunities abroad (Eriksson and Chetty 2003; Eriksson et 
al. 1997). A firm’s export market knowledge varies across markets and 
contextual factors are likely to influence the extent to which knowledge is 
created (Morgan et al., 2003; Zou and Stan 1998).  
An important source of export market knowledge is direct, face-to-
face interactions with local business partners. Yet, studies increasingly point 
to the equality of online and offline media for knowledge creation. More in Chapter 4 
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particular, online tools characterized by high levels of interactivity are very 
similar to a direct experience with a business partner (Banker et al. 2006). 
For instance, Sussman and Siegal (2003) illustrate that online interactions 
which are perceived to be useful and credible ultimately result in information 
adoption and exchange. Web sites offer the advantages of being constantly 
available and accessible to all business partners at low cost and worldwide. 
Despite these benefits, the literature largely remains silent on the potential of 
virtual Web sites. Therefore, we investigate if Web interactivity is relevant 
for market knowledge creation.  
Interactive Web capabilities facilitate several methods of interactive 
communication between the company and its users. These include blogs, 
online communities, as well as feedback and discussion forums to answer 
user questions. Furthermore, in real-life settings customers of products 
whose usage is sensitive to their personal needs might not be willing to share 
insightful information. Similarly, companies developing highly innovative 
products also tend to protect information to avoid imitation by competitors. 
Companies increasingly set up online client service areas to solve this 
problem. Only registered users have access to these special online areas. As a 
consequence, both companies and customers can be certain that information 
exchanged is not revealed to third parties. Besides, information rich 
environments such as interactive Web sites positively affect motivation to 
learn from feedback (Bono and Colbert 2005). Feedback immediacy permits 
the rapid updating and/or clarification of the information being conveyed 
(Froehle 2006). The interface used to exchange market information also 
enables firms to store and internalize information, such as by connecting to 
suppliers’ inventory databases and matching inventory to on-and offline 
customer demand. The Web is a useful medium to capture and internalize 
information about customers and feedback from business partners. 
Processed by other technologies in back-end systems, the information that 
has been captured shall be translated into knowledge on customer behavior.  
Thus, with their interactive Web capabilities, companies can enable 
the timely, regular, and secure sharing of meaningful information and 
subsequently gain users’ commitment (Gupta et al. 2004). The more users 
regularly communicate via these tools, the more benefits they will retrieve 
and the higher their willingness of providing companies with information 
about their needs (Li et al. 2006). Arnott and Bridgewater (2002), among 
others, reveal that interactivity increases marketers’ ability to understand 
customer behavior which can help them offer products or services according 
to what customers want. Richer media facilitate social perceptions and 
perceived ability to evaluate others’ deception and expertise. All in all, the 
synchronicity and enhanced security of online exchanges as well as the 
possibility to customize content and store feedback enabled by interactive 
Web capabilities are likely to enhance source credibility and to stimulate   Market Knowledge Creation through Virtual Interaction 
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communication that results in enhanced understanding of market needs. 
Subsequently, we argue that interactive Web capabilities enhance companies’ 
market-related knowledge. 
H1:   Interactive Web capabilities positively affect export 
market knowledge. 
 
Although we expect the linkage between interactive Web capabilities 
and export market knowledge to be considerable, we cannot ignore that 
knowledge is sticky (De Luca and Atuahene-Gima 2007). This means that its 
characteristics make it difficult, costly, and uncertain to create and transfer. 
Simonin (1999), among others, notes that market knowledge is usually 
difficult to codify because of its contextual and socially complex nature 
(Wadhwa and Kotha 2006). Particular export market characteristics, such as 
cultural distance (Bhagat et al. 2002; Tse et al. 1988), have often been 
underlined as an obstacle to the creation of market knowledge. Nevertheless, 
organizational memory and experience with Web technologies or with 
international business in general are likely to stimulate a firm’s absorptive 
capacity which smoothens knowledge creation (Smith et al. 2005; Van den 
Bosch et al. 1999). In the following, we compare the contrary impact of 
obstacles such as cultural distance and vantages such as international and 
Web experience.  
 
4.2.3 Cultural Distance 
Research indicates that cultural distance influences export marketing 
practices, particularly with regard to the development of market knowledge 
(Murray et al. 2007; Souchon et al. 2003). We define cultural distance as the 
heterogeneity of dynamically changing contacts and characteristics that 
separates one group from another (Shenkar 2001). High levels of cultural 
distance are likely to cause tension between business partners and to obstruct 
the flow of information between the firm and its market.  
Cultural distance matters to market knowledge creation for several 
reasons. Cultural distance raises barriers for understanding partners (Lyles 
and Salk 1996; Michailova and Hutchings 2006). In this regard, the lack of 
fluency in a partner’s native language and unavailability of the partners’ Web 
site may constitute only two examples of obstacles (Romano 2003). 
Moreover, cultural distance creates uncertainty about understanding 
partners’ business practices and performance goals (O'Grady and Lane 
1996). The culture in which people are raised affects ways of thinking and 
behaving. Although it does not hinder the ability to manage within one’s 
own country, where business practices are relatively homogeneous, it can 
affect the ability to manage in other countries. Business people are often not 
aware of the assumptions that underlie their actions. These assumptions can Chapter 4 
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lead to cross-cultural misinterpretations and parochialism. Such difficulties 
are equally relevant in offline and online contexts and might lead to 
unexpected problems which eventually restrain customers from providing 
information via interactions. Thus, in line with research on offline 
interactions (van Oudenhoven and van der Zee 2002), we argue that chances 
of misunderstanding between cultures increase as the degree of intercultural 
differences increases. Therefore, belonging to a different cultural 
environment may limit partners’ motivation and ability to benefit from on 
online information exchange. This in turn restrains companies’ reliance on 
interactive Web capabilities to enrich their knowledge base.  
H2:    Cultural distance attenuates the positive effect of 
interactive Web capabilities on export market 
knowledge. 
 
While cultural distance confronts companies with unforeseen 
obstacles and uncertainty, experience endows companies with routine and 
confidence. Accordingly, earlier studies on knowledge creation have often 
pointed to past experience as an important backbone of companies, 
particularly when they face unexpected difficulties (Cockburn and 
Henderson 1998; Cohen and Levinthal 1990). For instance, Zahra and 
George (2002) corroborate that both the extent to which know-how has 
been acquired and the variety of sources from which knowledge has been 
collected stimulate a firm’s propensity to acquire new knowledge. We expect 
two types of experiences to matter most with regard to the interactive Web 
capabilities – market knowledge relationship: international business 
experience and Web experience. 
 
4.2.4 International Business Experience 
We define international business experience as the extent to which 
companies have accumulated internationalization knowledge from previous 
foreign market entries (Cavusgil and Zou 1994; Eriksson et al. 1997). 
Experience is gained by environmental scanning, interactions with 
customers, and learning-by-doing (Nonaka and Takeuchi 1995), which 
altogether ease the acquisition of new knowledge (Eriksson and Chetty 2003; 
Eriksson et al. 2000). Under some circumstances, experience might trigger 
companies to fall for rigid routines and therefore cause inertia (Leonard-
Barton 1992). At the same time, however, experience can enhance a 
company’s openness to new ideas and is therefore acknowedged as an 
important knowledge source. 
Although it remains debatable if more “general” market experience 
across the world enhances the creation of export market knowledge in a 
particular market, empirical studies confirm the relevance of knowledge 
gained in similar markets to new market entries (Calantone et al. 2004; Mitra   Market Knowledge Creation through Virtual Interaction 
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and Golder 2002). For instance, Barkema et al. (1996) show that when doing 
business with a new customer, a firm accumulates a more realistic view of 
doing business from previous experiences with customers. Furthermore, 
Chetty and colleagues (2006) underpin that firms which diversify into various 
cultural clusters become better at evaluating what type of existing knowledge 
is important for the ongoing business. Thus, firms with more international 
business experience are better at generating knowledge relevant to new 
foreign markets.  
H3:   International business experience positively affects 
export market knowledge. 
 
Next to this direct effect on knowledge, experience also has a more 
indirect impact by shaping up the processes related to knowledge acquisition 
and assimilation (Zahra and George 2002). First, acquisition refers to firm’s 
ability to identify and obtain externally generated knowledge that is critical to 
its operations. With more international business experience, companies are 
more aware of gaps in what they ought to know to be successful in a market 
and what they actually do know. Companies with more experience abroad 
have developed benchmarks and criteria, based on which they are able to 
assess the sufficiency of their export market knowledge (Barkema et al. 1996; 
Barkema et al. 1997). Second, assimilation refers to the firm’s routines that 
allow it to analyze, interpret, and apply their information obtained from 
external sources (Szulanski 1996). Experience is closely connected to 
organizational memory and facilitates a firm’s ability to store and manage 
incoming knowledge (Van den Bosch et al. 1999). A better memory also 
ensures that firms have accumulated more know-how with regard to 
scrutinizing and evaluating the value of information from external sources.  
The diversity of accumulated know-how increases a firm’s range of 
ideas and this way helps it to cope with various environmental 
circumstances. Firms that deal with relatively many products, markets, and 
customers have a broader range of mental models (Luo and Peng 1999). As a 
consequence, more experienced firms are more open to innovative solutions 
such as using new online interactive tools to extend their knowledge base. 
For these reasons, we expect international business experience to strengthen 
the use of interactive Web capabilities for export market knowledge.  
H4:   International  business  experience strengthens the 
impact of interactive Web capabilities on export 
market knowledge. 
 
Although international business experience fuels companies’ 
knowledge base, it is not clear if these effects remain relevant in culturally 
distant environments. Experienced companies might face cultural 
misunderstandings in a particular market which they could not foresee. Chapter 4 
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Lacking routines for the solutions of new problems, managers search in the 
neighborhood of their past experiences. The ability to use such experiences 
is also much dependent on the extent of the firm’s commitment to 
internationalization. For instance, Barkema and colleagues (1996) found that 
prior experience weights more in cases of high commitment (e.g., 
acquisitions) compared to low commitment (e.g., start-ups). More recently, 
Shenkar et al. (2008) point out that the actual impact of cultural distance is 
much dependent on the degree of actual encounter and potential friction. 
From this perspective, actors embedded in national identities and possessing 
divergent positions continuously create and recreate culture. Hence, the 
routines that companies developed from international business experience 
might turn out to be irrelevant in instances where they need dynamic 
processes to overcome cultural barriers. Therefore, we propose a tree way 
interaction between cultural distance, international business experience and 
interactive Web capabilities so that: 
H5:   Cultural distance attenuates the strengthening effect 
of international business experience on the 
relationship between interactive Web capabilities 
and export market knowledge. 
 
4.2.5 Web Experience  
Research has pointed to the importance of cumulative experience with a 
technology as a critical factor for generating knowledge (Zander and Kogut 
1995). Today, companies increasingly build up experience with Web 
technologies in particular. So far, however, researchers have not investigated 
the impact of Web experience on knowledge creation. We define Web 
experience as the extent to which a company is actively using the Web.  
More Web experience entails that a company has more knowledge 
about its Web-related infrastructure that can help transform and exploit 
information. Whereas transformation indicates a firm’s capability to refine 
processes that combine existing and newly acquired knowledge, exploitation 
refers to the application of knowledge (Zahra and George 2002). With 
enhanced Web experience companies have set up common rules and maybe 
even a language with regard to how information on a Web site should be 
structured so that it is easily accessible and understandable to employees and 
business partners. On a very elaborate level, they have developed a “Web 
culture” (Collins and Smith 2006; Nicovich and Cornwell 1998), which eases 
exchange, communication and internalization of newly acquired knowledge. 
A common Web culture elicits employee behavior and practices and 
therefore makes employees better aware of how to act in the best interest of 
the company and its partners. For this reason, a company with a higher Web 
culture possesses a stronger ability of incorporating cultural differences and 
idiosyncrasies into a company’s Web site design. This will in turn lead to   Market Knowledge Creation through Virtual Interaction 
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more advanced Web sites, including appropriate interactional interfaces, 
which are well-adapted to the needs of the business partners in the export 
market. As a consequence, business partners abroad will be more motivated 
to share information with the company, which can in turn increase its 
knowledge about the export market. Hence: 
H6:    Web experience strengthens the impact of 
interactive Web capabilities on export market 
knowledge. 
 
Despite the aforementioned strengths of Web experience, it is not 
clear whether the impact of Web experience prevails in culturally distant 
markets. More specifically, although Web experience refines particular 
processes and routines related to transforming and applying knowledge, 
these processes might not be suited to overcome cultural obstacles. Similar 
to the case of international business experience, Web experience feeds the 
creation of routines that in turn reduce the firm’s flexibility and creativity 
needed to react adequately to cultural problems. In the face of cultural 
changes, institutionalized routines may lead to inertia (Lieberman and 
Montgomery 1998; Lieberman and Montgomery 1988). Skills and managerial 
thought that served the company well in the past might be experienced as 
core rigidities in new situations (Leonard-Barton 1992). For this reason, we 
verify if the effect of Web experience holds in markets with high cultural 
distance. Accordingly, we posit a three way interaction:  
H7:   Cultural distance attenuates the strengthening effect 
of Web experience on the relationship between 
interactive Web capabilities and export market 
knowledge. 
 
Figure 4.1 provides an overview of our conceptual framework. This 
conceptual model pictures how interactive Web capabilities may affect 
export market knowledge. Besides, the model shows how cultural distance, 
international and virtual experience come in. Chapter 4 
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4.3 Empirical Part 
To test these hypotheses and as described in Chapter 1, data for all measures 
were collected from Dutch manufacturing companies in 2004. After deletion 
of additonal 31 cases with missing values, we used a dataset comprising 165 
cases for this study. 
 
4.3.1 Measures  
To assess potential nonresponse bias, we compare early and late respondents 
with regard to diverse firm characteristics, including age of the venture, 
number of employees, and annual sales volume. We found no significant 
differences between early and late respondents in our data.   
By combining fieldwork with findings from international marketing 
and information systems literature, we verify the relevance and adequacy of 
each construct. We have drawn the measurement scales from articles 
published in established journals in information systems, (international) 
marketing, and strategy. Respondents were free to choose the Dutch or 
English versions of the questionnaire. Double-back translation ensured 
consistency between the two questionnaires. The items of our scales and 
references appear in Appendix C. We discuss them shortly hereafter. 
Interactive Web Capabilities.  We adapt  Zhu and Kraemer’s 
(2002) measure to operationalize the interactive Web capabilities construct 
with an instrument that captures interactions with business partners such as 
customers and suppliers (10 items). Examples of the items used are the 
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customize the content of their Web site and the capability of having 
suppliers check and adapt their inventory online.  
Export Market Knowledge. We assess export market knowledge 
by adapting a scale from Morgan et al. (2003). This scale consists of four 
items in total and measures a company’s knowledge of customers, 
competitors, distributors, and business information.   
Cultural Distance. We followed Kogut and Singh’s approach 
(1988). A composite index was formed based on the deviation along each of 
Hofstede’s four cultural dimensions (e.g., power distance, uncertainty 
avoidance, masculinity/femininity, and individualism) of each export country 
from the Dutch ranking. The deviations were corrected for differences in the 
variance of each dimension and then arithmetically averaged. For 30 
companies in our dataset, we were not able to calculate this index, since their 
values for all of the four Hofstede dimensions are not known. For example, 
some respondents in our sample indicated to have exports to countries 
which have not been investigated by Hofstede (e.g., Ukrania, Angola), or to 
countries, especially in Eastern Europe (e.g., Serbia-Montenegro) which do 
not exist anymore and for which indices are not available.  
Web Experience. To develop an adequate measure for Web 
experience we formed an index by using a scale from Zhu and Kraemer 
(2002) comprising eight items in total. While item 1 consists of an open 
question which captures the numbers of years the company has a Web site, 
items 2 to 8 consist of continuous scales measuring the extent to which 
companies have gained experience with different Web tools such as EDI, the 
Internet, and electronic groupware tools. 
International Business Experience. We assessed international 
business experience in an equivalent way to Web experience. Accordingly, 
we set up an index based on a five-item continuous scale from Cavusgil and 
Zou (1994). While the first is measured on a continuous scale measuring the 
strength of a firm’ international business experience, item 2 to 5 incorporate 
open questions with regard to (2) the number of years the firm has been 
involved in international business, (3) the number of markets the firm has 
been involved in, (4) and the percentage of sales and (5) profits derived from 
foreign sales.  
Competitive Intensity. We adapted a five-item measurement scale 
from Morgan et al. (2004) to control for the effect of competitive intensity in 
the export market. This scale enabled us to capture the degree of 
competition in the export market. 
 
4.3.2 Construct Validation 
Latent variables with multiple items can be reflective or formative measures. 
When indicators of a construct correspond to distinctive characteristics of 
the construct, the construct can be regarded as a sum of the individual Chapter 4 
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indicators (Bagozzi 1994; Bollen and Lennox 1991). The constructs cultural 
distance, Web experience, and international business experience reflect such 
a total across different, unique sources and are hence operationalized in a 
formative manner (Howell 1987). For instance, cultural distance is measured 
along four principal dimensions: individualism vs. collectivism, masculinism 
vs. feminism, uncertainty avoidance and power distance. Cultural distance is 
a sum of the individual indicators and is therefore a formative construct. 
Since each of these items measures a specific dimension of the underlying 
construct, they need not correlate significantly, but they still contribute to the 
total value of the corresponding construct. The validity and reliability of 
formative scales cannot be estimated by conventional statistical techniques 
such as coefficient alpha and confirmatory factor analysis (Bagozzi 1994), 
which are based on the assumption of high interitem correlation. Although a 
large number of studies in export marketing research have largely relied on 
reflective conceptualizations of measures, formative operationalizations have 
become more widely used. For these reasons, reliability estimates in 
Appendix C are neither provided for international business experience nor 
for Web experience. 
 
4.4 Analysis 
Before the hypothesis testing, we applied Harman’s single-factor, a widely 
approved technique, to check for common method variance that may reduce 
internal validity (Podsakoff et al. 2003). According to this method, common 
method variance exists if one factor accounts for the majority of the 
covariance in the total set of variables. Harman’s single-factor test was 
carried out using exploratory factor analysis without any rotation. No 
dominant factor was found emerging from the factor analysis and the 
extracted factors explained 47.5 percent of the variance, implying that 
common method variance was not a serious problem. 
To examine the role of interactive Web capabilities, cultural distance, 
Web experience, and competitive intensity in export market knowledge 
creation, we used regression analysis in STATA 10.0. We estimate our model 
with STATA for several reasons. First, it is very well suited for regression 
analysis and interactions (e.g., Miller and Eden 2006; Trevor and Nyberg 
2008). Second, this estimation method allows for the integration of different 
types of variables (Lu and Xufei 2008; Trevor and Nyberg 2008). The 
following equation presents the model we tested:  
 
  EMK = c1 + β1 (IWC) + β2 (CD) + β3 (CI) + β4 (WE) + β5 (IBE)  
+ β6 (IWC*CD) + β7 (IWC*CI) + β8 (IWC*IBE)  
+ β9(IWC*WE)  
+ β10(IWC*CD*WE) + β11(IWC*CD*IBE)  
+ β12 (IWC*WE*CI) +β13 (IWC*IBE*CI)    Market Knowledge Creation through Virtual Interaction 
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c = constant, 
IWC = interactive Web capabilities, 
CD = cultural distance, 
CI = competitive intensity, 
WE = Web experience, 
IBE = international business experience, 
ε  = disturbance term. 
 
As suggested by Cohen et al. (2003), we mean-centered all variables to 
reduce non-essential collinearity. These transformed measures were 
subsequently used for the regression analysis. Variance inflation factors 
(VIFs) below 2 provide no indication of multicollinearity (Neter et al., 1985).  
 
4.4.1 Results 
All proposed path coefficients and t-values are significant and in the 
expected direction. The adjusted R2-square (0.28) confirms the explanatory 
power for our dependent variable export market knowledge. Table 4.1 gives 
an overview of all standardized path estimates. Our first hypothesis (H1) 
examines the positive effect of interactive Web capabilities on export market 
knowledge. The results show a beta-coefficient of .18 and a t-value of 1.72 (p 
< .05) Thus, interactive Web capabilities significantly contribute to export 
market knowledge creation.  
In H2 we predict that cultural distance diminishes the relationship 
between interactive Web capabilities and export market knowledge. Support 
for this hypothesis is just not in evidence (standardized coefficient -.18, t-
value -1.64, p > .05). Furthermore, consistent with H3, international business 
experience has a direct, positive influence on export market knowledge. We 
find strong evidence for this hypothesis (standardized coefficient .39, t-value 
4.45, p < .01). Further, our results reveal that both international business 
experience (standardized coefficient .15, t-value 1.72, p < .05) and Web 
experience (standardized coefficient .18, t-value 1.81, p < .05) significantly 
strengthen the impact of interactive Web capabilities on export market 
knowledge. The effect of Web experience (H6) is even stronger than the 
moderating effect of international business experience (H4).  
Hypothesis 5 states that cultural distance attenuates the 
strengthening effect of international business experience on the relation 
between interactive Web capabilities and export market. We included a 
three-way interaction test in our equation to investigate this hypothesis. 
Accordingly, we examined if high or low cultural distance has an impact on Chapter 4 
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the interaction between international business experience and interactive 
Web capabilities (IWC*IBE*CD). Cultural distance does not influence the 
strengthening effect of international business experience (IWC*IBE*CD) 
(standardized coefficient .12, t-value: 1.34, p > .05). Next, we tested 
hypothesis 7 by adding a three-way interaction effect between Web 
experience, interactive Web capabilities and cultural distance 
(IWC*WE*CD). Again we find nonsignificant results for this three-way 
interaction test (standardized coefficient .12, t-value: 1.24, p > .05). 
Irrespective of high or low cultural distance, Web experience enhances the 
impact of interactive Web capabilities on export market knowledge.  
Finally, we controlled for additional three-way interaction effects in 
a similar way for competitive intensity. Competitive intensity does not affect 
the strengthening impact of Web experience on the relation between 
interactive Web capabilities and export market knowledge (IWC*WE*CI) 
(standardized coefficient -.11, t-value -1.23, p > .05). Surprisingly, we find a 
positive, significant effect for competitive intensity with regard to 
international business experience (IWC*IBE*CI) (standardized coefficient 
.21, t-value: 2.62, p < .05). This implies that the effect of international 
business experience is dependent on competitive intensity. More specifically, 
the strengthening effect of international business experience is particularly 
strong in export markets that are characterized by high levels of competitive 
intensity.  
We further controlled for the direct effects of cultural distance, 
competitive intensity, and Web experience on export market knowledge. 
Except for cultural distance (standardized coefficient -.25, t-value -2.27, p < 
.01) and in line with prior research studies, we do not find any significant, 
direct effects.  
In table 4.1, we also present the standardized coefficients for all 
direct relationships and interaction effects.   Market Knowledge Creation through Virtual Interaction 
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TABLE 4.1 Standardized Path Estimates and t-Values 
 






H1:  Interactive Web capabilities positively affect  
       export  market knowledge 
H2: Cultural distance attenuates the positive 
       relationship between  interactive Web  
       capabilities and export  market knowledge 
H3: International business experience positively 
       affects export market knowledge 
 
H4: International business experience strengthens  
       the impact of interactive Web capabilities on  
       export market knowledge 
H5: Cultural distance attenuates this effect 
 
H6: Web experience strengthens the impact of  
      interactive Web capabilities on export market    
      knowledge 









































*Significant at p < .05 
**Significant at p < .01 
   
 
4.5 Discussion 
The ambition of this study was to empirically address three major research 
gaps. The first is linked to the impact of online interactivity on export 
market knowledge. Research gap two concentrates on the unidentified role 
of cultural distance in online interactions. Filling research gap three, we 
reveal how the potentially strong – yet so far uninvestigated – effects of 
virtual and international experience influence the interactivity-knowledge 
relationship.   
  When solving research gap one, we rely on the KBV which 
underlines the important role of capabilities in the deployment of network-
enabled resources for knowledge creation (Grant 1996). While information 
systems research (e.g., Zhu and Kraemer 2002) identified essential metrics 
that reflect a full range of options to interact on the Web, our study is among 
the first that focuses exclusively on the capabilities necessary to manage 
Web-based interactions and their link to market knowledge. We identify 
interactive Web capabilities as the skills to create and manage interactive 
Web-based interfaces and empirically validate their relevance with regard to Chapter 4 
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knowledge creation in an export marketing context. Our results extend prior 
findings emphasizing the equal relevance of both user-medium (e.g., 
synchronicity) and user-message (e.g., customization of content) elements of 
online interactivity to an international B2B context (Liu and Shrum 2002; 
Novak et al. 2000). Furthermore, we take into account the direct effect of 
international business experience and reveal that experience and capabilities 
constitute complementary resources rather than substitutes (e.g., Heimeriks 
and Duysters 2007). 
In reference to our second research gap and contrary to our 
hypothesis, we find that cultural distance does not significantly harm the 
capabilities–knowledge relationship. In an offline context, cultural distance 
has been shown to raise barriers for understanding international partners 
(Lyles and Salk 1996) which may impede partners’ willingness to share 
information (Parkhe 1993). Today, virtual interaction among parties in the 
international arena may overcome these obstacles, because it may safeguard 
from the liabilities of cultural distance (Tam and Ho 2006). Firms across the 
world are using the Web to interact with customers with diverse cultural 
backgrounds for product marketing and after-sales support. This is 
accomplished by deploying interactive tools to collect and analyze Web 
behavior and transactions to generate highly adaptive content for different 
users (Komiak and Benbasat 2006; Simonson 2005). Furthermore, by adding 
cues based on social characteristics into Web sites, companies may improve 
the perception of employee presence and hence intensify consumers’ online 
experiences. Our results confirm recent findings in the literature which 
underpin the importance of using social cues in Web sites to interact with 
customers (Wang et al. 2007). 
We tackle research gap three by incorporating international business 
and Web experience as two catalysts into our conceptual model. Our 
findings show that both types of experience matter – even in culturally 
distant or highly competitive markets. We draw two primary conclusions 
from these results. First, Web experience amplifies the capabilities–
knowledge effect, because it may encourage the formation of a Web culture 
(Nicovich and Cornwell 1998), which facilitates information sharing through 
the creation of a new, common language and routines that unite Web users 
worldwide. Companies go  to a site, browse,  surf, find a link and leave it 
eventually (Weinberger 2002). Thus, our results support recent research 
findings which point to the emergence of IT values and culture next to 
national culture (Leidner and Kayworth 2006). Second, our findings 
corroborate that international business experience does not mislead 
companies and make them rest on formerly acquired insights. By contrast, 
companies with international experience are aware of the fact that gaining 
market insights matters and tend to adapt more easily to competitive 
circumstances. This view is in line with earlier studies suggesting that   Market Knowledge Creation through Virtual Interaction 
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cumulative knowledge provides strategic options to expand in new but 
uncertain markets in the future (Kogut and Zander 1992). This perspective is 
equally relevant in an increasingly virtual marketplace and puts forward that 
what a firm has done offline determines what it can do online. Hence, 
international business experience equips companies with more room for 
maneuver and this way encourages the usage of interactive Web capabilities 
for knowledge creation. 
 
4.6 Limitations and Further Research 
The results suggest several future research avenues. First, one key benefit 
noted in our study is that interactive Web capabilities enhance companies’ 
understanding of business partners’ needs. This might entail that companies 
reduce their reliance on traditional ways of communication (e.g., phone 
contact, face-to-face business meetings). By bypassing these traditional 
communication modes, a firm can reduce potential inefficiencies that arise 
from relying on individuals to perform key activities (Lohrke et al. 2006). In 
specific situations, however, it might still be important for a firm to capitalize 
on its employees’ social skills. By looking at the specific purpose of 
interactions between companies and business partners, future studies could 
help gain a richer understanding of the online interactivity–knowledge 
relationship. 
  Second, despite the large number of variables considered in this 
study, not all potentially relevant antecedents have been investigated. We 
examined cultural distance of the export market and controlled for the effect 
of competitive intensity. Other market characteristics, such as government 
intervention, technological and environmental turbulence, should be studied 
in the future. Similarly, the effects of industry classification, which is not 
assessed in this study because of the intragroup heterogeneity of the sample 
in terms of competitive intensity of the industry or lack of measures, should 
be explored in the future.  
  Third, further research designed to replicate or extend this study 
should also examine ways to improve measurement of the cultural distance 
construct. In the current study, as in most related prior studies (Morosini et 
al. 1998) an index of the cultural distance measure based on Hofstede (1983) 
and Kogut and Singh (1988) was developed. Many studies have criticized the 
usage of this index (e.g., Shenkar 2001) to estimate cultural values between 
countries and have failed to find support for it. Further research could 
benefit from a richer conceptualization and operationalization of cultural 
distance that additionally incorporates the dimensions of geographic distance 
and business distance (Ojala and Tyrväinen 2007). 
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4.7 Managerial Implications 
Our study results in key insights for managers, and should help managers 
better understand the conditions that affect the creation of knowledge in and 
through virtual interaction.  
First, our findings underline- the expected benefits of the 
interactional richness of Web sites and how companies can employ these 
benefits for knowledge creation. Managers considering building knowledge 
from online devices should assess the extent to which online interactions are 
supported by customers, suppliers, and other business partners in their 
export market. The degree of business partners’ support and willingness to 
share information in online interactions will substantially influence what 
firms can realize from extending their interactive Web capabilities. In 
particular, those coordinators responsible for the smooth development of 
online interactional devices such as communities must clearly communicate 
the advantages of these tools to potential users. This includes actions such as 
the provision of incentives to early adopters, who are likely to experience 
problems and bugs as well as the establishment of rewards that motivate 
knowledge sharing to reinforce perceptions of trust right from the start. 
Second, this study also adds deeper insights into the Web-
knowledge relationship which we investigated in Chapter 2 by taking into 
account factors that might strengthen or obscure knowledge creation. For 
instance, our study confirms that in a virtual context the importance of 
cultural distance is limited. From classic internationalization process theory 
we learned that concentric international growth – starting with nearby 
markets first – is most appropriate for the creation of market knowledge 
(Johanson and Vahlne 1977). With the emergence of the Web and online 
interactivity, however, the effect of risks coinciding with cultural distance 
fade out. In fact, firms even do not have to operate in foreign markets to 
establish relationships with crucial business partners. Although we show that 
cultural distance may hamper the creation of market knowledge by means of 
Web-based interactions, it does not act as an insurmountable barrier. In 
addition, managers can use their Web experience to counterbalance the 
influence of cultural remoteness. For instance, companies can do this by 
storing information gathered through online interactions with the help of 
devices such as their intranet platform. Based on these data, they can 
subsequently gain better insights into customers’ profiles and customize 
information they exchange online. Furthermore, companies with high 
amounts of Web experience are likely to possess a mature IT infrastructure, 
which is part of their daily business and which helps them store and retrieve 
customer data for their Web-based efforts.  





















































 Chapter 5 
  78 
5.1 Synopsis 
This dissertation has focused on the impact of the Web on marketing 
performance in an export context. By taking a dynamic Resource-Based 
View of the firm and recognizing knowledge as the ultimate resource, we 
examined the Web-performance relationship from a multifarious view and 
thereby captured the comprehensive link between the Web and marketing 
resources, knowledge creation, marketing processes, and ultimately 
performance. More specifically, we head for three research objectives and we 
addressed each objective by means of one specific study. Research objective 
1 consisted of developing a sound conceptualization of Web capabilities and 
seizing the relationship between Web capabilities and export marketing 
resources. Research objective 2 immersed into three sub-goals: capturing the 
full scope of Web capabilities by discerning between effects of their 
abundance (level) and character (profile), identifying deployment and 
upgrading as two particular processes, and substantiating the importance of 
this process for immediate and long-term performance. Finally, research 
objective 3 was to zoom into the Web-knowledge relationship, to understand 
if and how environmental obstacles impede the Web-knowledge 
relationship, and to show that firms can use their international business and 
online experience to strengthen the effect of Web capabilities on knowledge 
creation. 
We conducted three interrelated research projects to achieve each 
objective. Hence, each chapter of this dissertation corresponds to one study 
and covers one particular research objective. In this final chapter, we will 
first provide an overview of each project’s outcomes. After that, we will 
draw a general conclusion about the results of the three chapters. Finally, the 
chapter concludes with suggestions for future research. 
 
5.2 Web Capabilities and Export Marketing Performance 
Exporting companies nowadays are using the Web to profit from the 
benefits the Web offers. For example, companies are investing in an 
elaborate and well-functioning Web site and hire IT specialists to develop 
extranets and intranets. Although all these Web-related initiatives are crucial, 
most of them can be easily imitated by competitors. The big advantage of 
Web capabilities is that they are less obscure. Web capabilities constitute 
both technical and nontechnical skills and can transform material (e.g., 
hardware) and immaterial (e.g., knowledge of programming languages) 
resources. At first sight, Web capabilities also seem to be complex. However, 
their complexity entails a second advantage: it makes them valuable and 
applicable for a wide array of marketing goals.    Conclusion 
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Our first study has shown that the complex yet multifaceted 
character of Web capabilities is an advantage when it comes to performance. 
In contrast to existing literature that investigated the instrumental marketing 
value of Web applications such as online advertising (Saeed et al. 2002), the 
scope of our study is much broader by incorporating a much more 
comprehensive performance measure. More specifically, this study 
uncovered that Web capabilities do not only improve financial and non-
financial performance outcomes (e.g., strategic results and satisfaction), but 
they also spur performance across different time periods (immediate, long-
term). All in all, companies should focus on Web capabilities as a dynamic 
driver of  resource creation and upgrading. Besides, unlike former research 
studies which focused on direct effects of the Web on e.g. selling 
performance (Luk et al. 2002), we investigate alternative routes. Overall, 
there are two main routes which companies can follow to achieve these 
effects. First, they can use Web capabilities to enhance their knowledge base. 
For instance, firms can use Web 2.0 for enhancing their understanding about 
customers’ and partners’ needs worldwide. Second, Web capabilities can 
underpin the effectiveness of an exporting company’s marketing strategy 
under the condition that they are adequately aligned with the current 
business tactics of a particular venture. The results of this study show that 
the performance outcomes of Web capabilities may be short lived. 
Consequently, a regular evaluation and adaptation of Web capabilities appear 
required to safeguard their relevance and to keep export marketing resources 
up-to-date. 
 
5.3 Level and Profile of Web Capabilities: Effects of Web-
Induced Processes on Performance 
While study 1 (Chapter 2) focuses on Web capabilities as a dynamic 
precursor that affects the resource base, study 2 (Chapter 3) considers the 
organizational processes that underpin the relationship between Web 
capabilities and export marketing resources. To a greater extent than the 
current literature (e.g., Ray et al. 2004), we conceptualize two specific 
processes and we identify resource deployment and upgrading to be 
particularly relevant. Web capabilities hold long-lasting potential if they spur 
the deployment and upgrading of other organizational resources. More 
precisely, as a result of deploying resources, critical marketing assets are 
created, allocated and leveraged in profitable ways. Firms with the skills to 
manage online tools will receive a better understanding of their own export 
marketing conduct. Resource upgrading entails investments in new 
marketing knowledge as a platform for revised or new marketing assets and 
capabilities. Furthermore, through their Web capabilities, companies can Chapter 5 
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build a social interface with the export market, obtain greater exposure to 
new knowledge, and thereby spur the upgrading of export marketing 
resources. Thus, companies benefit in the long run, since resource upgrading 
reinforces a firm’s strategic marketing flexibility and action repertoire. In 
comparison to the current IS literature which looked at the effects of IS-
related resources per se (e.g., Ravinchandran and Lertwongsatien 2005), this 
study also incorporates other critical marketing resources. It is important to 
emphasize that these effects of Web capabilities sustain even in the presence 
of an extended range of well-established export marketing assets.  
The results of the second study largely confirm that a distinction 
between level and profile of Web capabilities in export marketing is relevant. 
In this respect, we focus on interactivity as a predominant trait of Web 
applications. In excess of the current literature that predominantly examined 
direct effects of online interactivity (e.g., Sawhney 2005), we show that the 
interactive trait of Web capabilities moderates the direct, positive effects of 
resource deployment on short-term export marketing performance. It does 
so by enhancing the range of practical tools to perform export marketing in a 
more efficient and effective manner. Moreover, we demonstrate that the 
interactive trait of Web capabilities also matters in the long run, and explain 
this effect by referring to the power of the interactive trait of Web 
capabilities with regard to fostering knowledge exchange, commitment, and 
co-creation with lead-users. In all, the results provide broad support for our 
conceptual model and largely confirm the link between Web capabilities and 
marketing processes as well as their contributions to export marketing 
performance. 
 
5.4 Developing Local Market Knowledge by Bridging the 
Cultural Distance Gap through Virtual Interaction 
While the results of our first study suggested that firms’ knowledge is a 
crucial resource and intermediary variable between Web capabilities and 
performance, the third study (Chapter 4) looks more closely into the effect 
of interactive Web capabilities on export market knowledge. We point to the 
relevance of managing online interaction with stakeholders as a platform for 
the creation of unique market knowledge that is located in the interstices of 
the interaction. We find that online interactions affect market knowledge, 
especially due to their increasingly inherent social nature. Besides, we take 
into account that the Web-knowledge relationship is also sensitive to other 
internal strengths and external obstacles. While existing research has 
investigated cultural influences on knowledge creation, most of the studies 
did not consider the influence of the Web (Michailova and Hutchings 2006). 
Therefore, we incorporate the direct effect of international business 
experience and reveal that experience and capabilities constitute  Conclusion 
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complements rather than substitutes in knowledge creation. Moreover, we 
do not detect a diminishing effect of cultural distance on the Web 
capabilities – knowledge relationship. Subsequently, in an online context 
dynamic and interactive Web capabilities may help overcome the barriers of 
cultural distance. This is accomplished by deploying interactive tools to 
collect and analyze Web behavior as well as customizing content to users 
who stem from different cultural backgrounds. Finally, our results reveal the 
relevance of Web experience as well as international business experience 
with regard to market knowledge creation. Even in culturally distant and 
highly competitive markets, both types of experience act as catalysts towards 
the online interactivity – knowledge relationship.  
 
5.5 Overall Conclusion 
Existing research has contributed essentially to unfurl the Web’s potential 
from an instrumental, relational and integration view. Despite these pivotal 
efforts, we emphasized in the introduction chapter that one crucial question 
still needs to be answered: Does it all matter? Does the Web ultimately affect 
performance? In contrast to former research that mainly conceptualized the 
Web as an instrument that directly affects performance (e.g., Zhu and 
Kraemer 2002), this dissertation offers a far more nuanced approach. More 
specifically, this thesis is among the first to acknowledge the 
multidimensional nature of the Web relationship and thereby follows an 
alternative way to disclose the Web’s impact on marketing performance. This 
dissertation aimed at the following goal: to depict the relationship between a 
firm’s Web capabilities and its marketing performance as a multifaceted 
picture of knowledge creation, marketing resource upgrading and advanced 
marketing instrumentation. Throughout this thesis, the dynamic Resource-
Based View of the firm and organizational knowledge accompanied us and 
made this achievement possible.  
We begin with offering a conceptualization of Web capabilities 
which enables us to look at the capabilities that companies need to use the 
Web for the creation and integration of other resources. Based on this 
conceptualization, we are able to incorporate Web capabilities in the 
established resources–strategy–performance framework. This way, we 
provide evidence for the fact that Web capabilities are dynamic capabilities 
which mainly influence performance by creating knowledge and spurring 
strategies that ultimately enhance performance. In comparison to functional 
capabilities whose impact has been shown to be rather short-lived (Cepeda 
and Vera 2007), these dynamic capabilities have the power to affect 
performance in the long and short run. After that, we immerse more deeply 
into the organizational processes through which dynamic capabilities 
contribute to the renewal and exploitation of organizational resources. By 
identifying deployment and upgrading as two critical processes and linking Chapter 5 
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them to short-and long-term performance, we were able to demonstrate how 
firms can control the timing of these effects. Besides, in this chapter we learn 
a lot more about dynamic capabilities by differentiating between their profile 
and level and by illustrating that the interactive capabilities act as a catalyst 
towards performance. Eventually,  we additionally consider that other 
external and internal factors might obscure the relationship between dynamic 
capabilities and knowledge. Taking a more contingent view, we acknowledge 
that knowledge created by dynamic capabilities can be sensitive to external 
impediments such as cultural distance. Furthermore, we also account for a 
company’s international business and online experience. At the end, we can 
conclude that the capabilities-knowledge relationship is robust against 
cultural distance and fostered by experience. 
Taken the results of this thesis together, we can say much more than 
“yes, it matters”. We do not only prove that dynamic capabilities spur 
performance in the short and long run, but even more important we reveal 
different ways in which they matter. First, through their effect on the 
established resources-strategy-performance thread. Second, as a pivotal 
driver of processes and interactive catalyst towards performance. Third, as a 
robust source of knowledge creation and even under consideration of 
external obstacles.  
 
5.6 Some Suggestions for Future Research 
At the end of each chapter in this dissertation we put forward directions for 
future research. In this section, we would like to give suggestions for future 
research which encompass the findings from all three chapters with regard to 
the role of Web capabilities in export marketing.  
  In this dissertation, we have elaborated on the influence of the Web 
on export marketing performance from a dynamic RBV perspective. More 
specifically, we investigated this link by looking at Web capabilities and how 
they can be integrated into the acknowledged export marketing knowledge-
capabilities-performance thread. Hence, while we found out that Web 
capabilities lead to knowledge and export marketing capabilities and 
therefore spur typical outcomes of learning processes, we did not capture the 
learning processes per se. Thus, future research might also investigate to 
which extent higher-order learning processes are preeminent over other 
resources in export (Baker and Sinkula 1999). Learning theory could benefit 
from studies that investigate the influence of Web-induced higher-order 
learning processes and their subsequent effect on international marketing 
performance. 
  We have also examined the effect of Web capabilities on strategy 
and look at the extent to which Web capabilities underpin export marketing 
strategy. Future research might enrich these findings by looking at different 
strategy typologies, such as standardization versus adaptation (Calantone et  Conclusion 
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al. 2004) and customer-level strategies (Kumar and Petersen 2005). Such 
investigations would provide insights into those strategies that are most 
relevant and fit best to the export marketing context. On top, future research 
might focus on strategic alignment and develop suggestions regarding how 
information technology could be leveraged for transforming organizations 
(e.g., Henderson and Venkatraman 1999).  
  We have also illustrated that a very high level of Web capabilities 
diminishes the effect of marketing strategy on performance. We explained 
this result by pointing to the danger of the “virtuality trap” (Yamin and 
Sinkovics 2006), which implies that too high investments in the Web mislead 
companies and make them neglect nonvirtual information sources. In this 
respect, the degree to which companies are market-oriented in their export 
operations is likely to counterbalance this effect (Cadogan et al. 2001). More 
specifically, how does a company’s overall commitment with regard to 
export market intelligence generation, dissemination, and responsiveness 
activities, influence the usage of Web capabilities? Furthermore, how do 
other export market orientation related factors such as export coordination 
and export structures facilitate or impede the integration of Web capabilities?  
  Finally, in the three empirical studies, we confirmed the cross-
national validity of crucial export performance measures (Lages and Lages 
2004). For example, we measured both short-term and long-term export 
performance by using subjective, financial, and non-financial performance 
outcomes. Ideally, future research might substantiate our findings by taking 
into account more recently developed relationship quality as well as annual 
performance measures (e.g., Lages et al. 2005). The latter could also be used 
as a motivation tool and help companies set up suitable rewards when export 
employees achieve concrete annual goals. This aspect also hints to the idea 
that performance outcomes might influence a company’s willingness and 
ability to invest in Web capabilities and points to the possibility of recursive 
effects. Eventually, we collected data on all measures asking key informants 
such as export managers. Although Web capabilities reside within the 
company, it might be interesting to see if customers’ perceptions of a 
company’s Web capabilities are equivalent to key informants’ perceptions. 
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Appendix A: Constructs, Measurement Items, and 
Reliabilities, Chapter 2 
 
Construct and Measurement Items  Reliabilities 
Declarative Knowledge (adapted from Morgan et al. 2003) 
(“Much worse” and “Much better” compared with competitors are 
scale anchors) 
              .81 
MK_1: Our customer knowledge in this export market is   
MK_2: Our knowledge of competitors in this export market is   
MK_4: Our knowledge of business information in this export 
market is 
 
Experiential knowledge (adapted from Morgan et al. 2003) 
(“Much worse” and “Much better” compared with competitors are 
scale anchors) 
                 .74 
 
EK_1: Our company’s experience with operating this export 
venture is 
 
EK_2: The international orientation of our company’s culture is   
EK_3: Our company’s international experience is   
Export Marketing Capabilities (adapted from Morgan et al. 
2004) 
(“Much worse” and “Much better” compared with competitors are 
scale anchors) 
Our capability of… 
 
A. Informational   .87 
INFO_1: identifying prospective customers is   
INFO_2: capturing important market information is   
INFO_3: acquiring export market-related information is   
INFO_4: making contacts with potential partners is   
INFO_5: monitoring competitive products is   
B. Relationship Building  .85 
REL_1: understanding overseas customer requirements is   
REL_2: establishing and maintaining close supplier relationships is   
REL_3: establishing and maintaining close overseas distributor 
relationships is 
 
C. Product Development  .84 
PROD_1: developing new products is   
PROD_2: adapting the product to designated or revised 
specifications is 
 
PROD_3: adopting new methods and ideas in the manufacturing 
process is 
 
Export Marketing Strategy (adapted from Morgan et al. 2004)  
(“No emphasis at all’’ and ‘’Great emphasis’’ compared to 
competitors are scale anchors) 
 
A. Cost Leadership  .71 
CL_1: Improving production/operating efficiency   
CL_2: Maintaining experienced and trained personnel    Appendices 
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CL_3: Adopting innovative manufacturing methods and/or 
technologies  
 
B. Market Differentiation   .81 
MD_1: Improving/maintaining advertising and promotion 
activities 
 
MD_2: Building brand identification   
MD_3: Adopting new/innovative marketing techniques    
C. Service Differentiation  .76 
SD_1: Achieving/maintaining prompt response to customer orders  
SD_2: Improving/maintaining quick product delivery   
SD_3: Offering extensive customer service   
Web Capabilities  (adapted from Zhu and Kraemer 2002) 
(”Strongly disagree” to “strongly agree” are scale anchors)  
 
A. Information (Our capability of…)  .71 
IN_1: offering product information online   
IN_2: offering product-based online search capabilities for assisting 
customers in finding specific products quickly 
 
IN_3: providing potential customers with online 3rd party reviews 
or customer ratings of our products 
 
IN_4: providing information on product updates online   
B. Transaction (Our capability of…)  .93 
TR_1: enabling our customers to place their orders through our 
Web site 
 
TR_2: enabling customers to log into our Web site to view the 
status of their orders 
 
TR_3: offering a simplified procedure for registered users to 
complete online transaction fast 
 
TR_4: facilitating product returns online   
TR_5: offering sufficient information on our Web site about the 
security of transactions and customers’ sensitive data 
 
C. Interaction (Our capability of…)  .93 
INT_1: allowing customers to configure product features on our 
Web site so that products can be built-to-order on the basis of their 
preferences 
 
INT_2: allowing users to register through our Web site to gain 
access to personalized accounts or private messages 
 
INT_3: offering dynamic real-time product recommendations for 
our customers on our Web site 
INT_4: enabling online visitors to customize the content viewed on 
our Web site 
 
INT_5: offering real-time technical support through our Web site   
D. Supplier Connection (Our capability of…)  .93 
SCON_1: allowing for Web-enabled procurement of raw material, 
supplies and parts by our importing partners 
 
SCON_2: using electronic data interchange (EDI) or the extranet 
for supply chain management 
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SCON_3: offering an online community dedicated to suppliers   
SCON_4: facilitating shipment and logistics management through 
our Web site 
 
SCON_5: facilitating inventory and information updates through 
our Web site 
 
Short-Term Export Marketing Performance (adapted from 
Lages and Lages 2004) 
 
A. Satisfaction with Short-Term Performance Improvement 
(”Much less satisfied in 2003” to “Much more satisfied in 2003 
than 2002” are scale anchors)  
.95 
SSTPI_1: Export sales volume   
SSTPI_2: Export profitability   
SSTPI_3: Market share in the importing market   
SSTPI_4: Overall export performance   
B. Short-Term Export Intensity Improvement  
(“Large decrease from 2002 to 2003” and “Large increase from 
2002 to 2003” are scale anchors”) 
.90 
STEII_1: Percentage of this export venture to total sales volume   
STEII_2: Percentage of this export venture to total profitability   
C. Expected Short-Term Performance Improvement 
(”Much less satisfied in 2003” to “Much more satisfied in 2003 
than 2002” are scale anchors) 
.94 
ESTPI_1: Export sales volume   
ESTPI_2: Export profitability   
ESTPI_3: Achievement of the objectives   
ESTPI_4: Satisfaction   
Long-term Export Marketing Performance (adapted from Zou 
et al. 1998) 
(”Strongly disagree” to “Strongly agree” are scale anchors) 
Overall this export venture… 
 
A. Financial Export Performance  .84 
FEP_1: has been very profitable   
FEP_2: has generated a high sales volume   
FEP_3: has achieved rapid growth   
B. Strategic Export Performance  .89 
SEP_1: has improved our global competitiveness   
SEP_2: has strengthened our strategic positioning   
SEP_3: has significantly increased our global market share   
C. Satisfaction with Export Venture  .92 
SEV_1: turned out to be very satisfactory   
SEV_2: has been very successful   
SEV_3: has fully met our expectations   Appendices 
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Appendix B: Constructs, Measurement Items, and 
Reliabilities, Chapter 3 
 
Construct and Measurement Items   Reliabilities
Web Capabilities (adapted from Zhu and Kraemer 2002) 
(”Strongly disagree” to “strongly agree” are scale anchors) 
 
A. Information (Our capability of…)                                              
IN_1: offering product information online 
IN_2: offering product-based online search capabilities for assisting 
customers in finding specific products quickly 
IN_3: providing potential customers with online 3rd party reviews or 
customer  
ratings of our products 
IN_4: providing information on product updates online 
B. Transaction (Our capability of…) 
TR_1: enabling our customers to place their orders through our Web site 
TR_2: enabling customers to log into our Web site to view the status of 
their orders 
TR_3: offering a simplified procedure for registered users to complete 
online transaction fast 
TR_4: facilitating product returns online 
TR_5: offering sufficient information on our Web site about the security 
of transactions and customers’ sensitive data 
C. Interaction (Our capability of…) 
 INT_1: allowing customers to configure product features on our Web 
site so that products can be built-to-order on the basis of their preferences 
INT_2: allowing users to register through our Web site to gain access to 
personalized accounts or private messages 
INT_3: offering dynamic real-time product recommendations for our 
customers on our Web site 
INT_4: enabling online visitors to customize the content viewed on our 
Web site 
INT_5: offering real-time technical support through our Web site 
D. Supplier Connection (Our capability of…) 
SCON_1: allowing for Web-enabled procurement of raw material, 
supplies and parts by our importing partners 
SCON_2: using electronic data interchange (EDI) or the extranet for 
supply chain management 
SCON_3: offering an online community dedicated to suppliers 
SCON_4: facilitating shipment and logistics management through our 
Web site 
SCON_5: facilitating inventory and information updates through our Web 
site 
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Long-term Export Marketing Performance (adapted from Zou et al. 
1998)         
(”Strongly disagree” to “Strongly agree” are scale anchors) 
Overall this export venture… 
 
A. Financial Export Performance  
FEP_1: has been very profitable 
FEP_2: has generated a high sales volume 
FEP_3: has achieved rapid growth 
B. Strategic Export Performance 
SEP_1: has improved our global competitiveness 
SEP_2: has strengthened our strategic positioning 
SEP_3: has significantly increased our global market share 
C. Satisfaction with Export Performance 
SEV_1: turned out to be very satisfactory 
SEV_2: has been very successful 
SEV_3: has fully met our expectations 
.87
Short-term Export Marketing Performance  
(adapted from Lages and Lages 2004) 
 
A. Satisfaction with Short-Term Performance Improvement  
(”Much less satisfied in 2003” to “Much more satisfied in 2003 than 
2002” are scale anchors) 
SSTPI_1: Export sales volume 
SSTPI_2: Export profitability 
SSTPI_3: Market share in the importing market 
SSTPI_4: Overall export performance 
B. Short-Term Export Intensity Improvement 
(“Large decrease from 2002 to 2003” and “Large increase from 2002 to 
2003” are scale anchors) 
STEII_1: Percentage of this export venture to total sales volume 
STEII_2: Percentage of this export venture to total profitability 
C. Expected Short-Term Performance Improvement 
(“Much less satisfied in 2003” to “Much more satisfied in 2003 than 
2002” are scale anchors) 
ESTPI_1: Export sales volume 
ESTPI_2: Export profitability 





Export Marketing Deployment                       
(”Strongly disagree” to “strongly agree” are scale anchors) 
With respect to this particular export venture and compared to our 
competitors, our company puts emphasis on… 
 
EMD1: exploiting the current marketing mix  
EMD2: improving the current brand identification 
EMD3: optimizing our market knowledge  
EMD4: optimizing our business knowledge  
.76
Export Marketing Upgrading                                                 
(”Strongly disagree” to “strongly agree” are scale anchors)             
With respect to this particular export venture and compared to our 
competitors, our company puts emphasis on…                   
 
EMU1: understanding new customer requirements                                       
EMU2: identifying prospective customers 
EMU3: monitoring new competitive products 





Construct and Measurement Items   Reliabilities
Export Marketing Resources (adapted from Morgan et al. 2004)  
(“Much worse” and “Much better” compared with competitors are  
scale anchors) 
A. Experiential                                                   
PR_1: your knowledge of the export venture 
PR_2: your export experiences in this export venture 
PR_3: your commitment to this export venture 
PR_4: your past performance in this export venture 
B. Scale                                                                       
PR_5: your annual turnover in this export venture 
PR_6: the number of employees mainly involved in this export venture 
PR_7: the percentage of employees mainly involved in this venture 
C. Financial                                                                         
PR_8: the availability of financial resources to export activities 
PR_9: the availability of financial resources to this export venture 
D. Physical                                                                           
PR_10: your company’s use of modern technology and equipment in this 
export venture 
PR_11: your company’s preferential access to valuable sources of supply 
             relevant for this export venture 
PR_12: your production capacity for this export venture 
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IT Infrastructure (adapted from Zhu et al. 2003) 
(“Strongly disagree” to “Strongly agree” compared with competitors  
are scale anchors) 
 
IT1: we operate a system for electronic data interchange (EDI) 
IT2: all employees have access to the Internet 
IT3: we operate an intranet 
IT4: we possess the required technical expertise for implementing online 
procurement 
IT5: we possess the required technical expertise for implementing on-
line sales 
IT6: we operate Internet-based electronic groupware tools 
IT7/: we operate digital video-conferencing facilities 
.70
Competitive Intensity (adapted from Morgan et al. 2004) 
(“Strongly disagree” to “Strongly agree” compared with competitors are 
scale anchors) 
 
CI1: competition is cut-throat 
CI2: there are regular promotion wars 
CI3: competitors can easily match each others’ offers 
CI4: price competition is a hallmark 











Appendix C: Constructs, Measurement Items, and 
Reliabilities, Chapter 4 
 
Construct and Measurement Items  Reliabilities
Interactive Web Capabilities (adapted from Zhu and Kraemer 2002) 
(”Strongly disagree” to “strongly agree” are scale anchors) 
 
Our capability of… 
IWC_1: allowing customers to configure product features on our Web 
site so that products can be built-to-order on the basis of their 
preferences 
IWC_2: allowing users to register through our Web site to gain access to  
personalized accounts or private messages 
IWC_3: offering dynamic real-time product recommendations for our  
customers on our Web site 
IWC_4: enabling online visitors to customize the content viewed on our  
Web site 
IWC_5: offering real-time technical support through our Web site 
IWC_6: allowing for Web-enabled procurement of raw material, supplies 
and parts by our importing partners 
IWC_7: using electronic data interchange (EDI) or the extranet for 
supply chain management 
IWC_8: offering an online community dedicated to suppliers 
IWC_9: facilitating shipment and logistics management through our 
Web site 
IWC_10: facilitating inventory and information updates through our 
Web site 
.83
Export Market Knowledge (adapted from Morgan et al. 2003) 
(“Much worse” to “much better” are scale anchors) 
 
Compared to your competitors… 
EMK_1: our customer knowledge in this export market is 
EMK_2: our knowledge of competitors in this export market is 
EMK_3: our knowledge of distributors in this export market is 
EMK_4: our knowledge of business information in this export market is 
.81
Competitive Intensity (adapted from Morgan et al. 2004) 
(”Strongly disagree” to “strongly agree” are scale anchors) 
 
In this export venture… 
CI_1: competition is cut-throat 
CI_2: there are regular promotion wars 
CI_3: competitors can easily match each others’ offers 
CI_4: price competition is a hallmark 
CI_5: competitive action/reaction is daily news 
.80
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International Business Experience (adapted from Cavusgil and Zou 
1994) 
(“None” to “considerable” are scale anchors) 
  
IBE_1: How strong is your firm’s international business experience? 
IBE_2: For how many years has your firm been involved in international 
business? 
IBE_3: In how many foreign markets does your firm have regular 
operations? 
IBE_4: What is the percentage of sales derived from foreign operations?  
IBE_5: What is the percentage of profits derived from foreign 
operations? 
n.a.
Web Experience (adapted from Zhu et al. 2003)  
(”Strongly disagree” to “strongly agree” are scale anchors for WE_2 – 
WE_8) 
 
In our company… 
WE_1: for how many years does your company have a Web site? 
WE_2: we operate a system for Electronic Data Interchange (EDI) 
WE_3: all employees have access to the Internet 
WE_4: we operate an intranet 
WE_5: we possess the required technical expertise for implementing on-
line procurement 
WE_6: we possess the required technical expertise for implementing on-lin
sales 
WE_7: we operate internet-based electronic groupware tools 
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Goodness-of-Fit Statistics (Partial Measurement Invariance Model): Chi-Square = 537.21, df = 391, CFI = .98,  
NNFI = .97, RMSEA = .049. 
a The t-values are in parentheses. 
















Technical Appendix, Chapter 3 
 
We followed the approach of Lindell and Whitney (2001). First, we 
calculated the correlations among all variables. Second, we subtracted the 
lowest correlation ( s r ) across all possible pairs of variables from the total 
correlation between each pair. Equation 1 shows the calculation, where rij 














Equation 2 shows the computation for the accompanying t-statistic.  
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Next, we compared the correlation coefficients that are unadjusted for CMV 
(rij) with the adjusted correlation coefficients ( M ij r ⋅ ) to investigate if CMV 
effects our results. According to Lindell and Whitney (2001), a significant t-
statistic (cf. significant unadjusted correlation coefficient) indicates that CMV 
does not bias the results.  
The results indicate that after controlling for CMV, we still find 
significant results at the 0.05 level for almost all relationships. 
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Table TA-3.1: Correlation matrix containing unadjusted zero-order correlations 
coefficients ( ij r ), adjusted zero-order correlations coefficients ( CMV ij r ⋅ ), and t-
statistics accompanying the adjusted zero-order correlations coefficients ( CMV ij r ⋅ ). 
Notes: We use the abbreviations ST for short-term and LT for long-term export 
marketing performance. 
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